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Prices falling 

on turntables 
in flat market 

By William Burton 

T he turntable market is suffer¬ 
ing from dropping prices, in¬ 
creasing inventory, slashed mar¬ 
gins, and the recession. Features 
that were once found only on high- 
end models, such as linear tracking 
and direct drive, are rapidlv becom¬ 
ing available on mid- and low-end 
models, which is affecting sales of 
the more expensive turntables. And 
the future promises even sadder 
news for the makers and merchants 
of high-priced record players should 
the CD digital audio player begin 
to cut into turntable sales. 

The overabundance of product is 
coming at a bad time, with many 
companies trying to increase their 
share of the market when it is 
shrinking at a rate of two to three 
percent each year. Most sales are 
with systems, and those turntables 
sold separately are part of a con¬ 
stant—but small—replacement 
Continued on Page 46 



Kenwood and Pioneer turntables 
are featured in these displays at 
Macy’s in Stamford, CT. 


B&W strong 
in mini sales 

T hings keep getting smaller 
these days, and nowhere is the 
trend more evident than in some of 
the latest televisions to reach the re¬ 
tail market. 

Whereas bulky 19-inch TVs were 
once touted as “portables,” today’s 
mini TVs, with screens as small as 
1.5 inches, truly live up to the label. 
Packed full of features, and capable 
of running on DC current or bat¬ 
teries, these smaller sets are creat¬ 
ing a permanent niche for them¬ 
selves in the television market. 

To date, the relatively high pric¬ 
ing and seasonal appeal of the mini 
TVs have combined to limit sales. 

Continued on Page 38 



Akai’s VC-X2 video camera is featured in this demonstration display 
at Electronic Expo in Santa Clara, CA. 


Market for video 
cameras increasing 


By Bob Citelli 

he market for video cameras is 
expected to swell to as high as 
300,000 units in 1982, up dra¬ 
matically from last year’s final tally 
of approximately 190,000 units. 

While these numbers indicate 
solid growth, they are a far crv from 
the predictions of some manufac¬ 
turers who contend one out of every 
two VCR owners is likely to buy a 
video camera. Should the market for 
VCRs hit the 1.8-two millon unit 
sales figure this year as is anticipat¬ 
ed, the true ratio of video camera 


sales to VCR sales would be 1 out of 
every 6.67. What may serve to 
increase this ratio is the consumer 
trend to buy portable/convert¬ 
ible/mobile VCRs that provide more 
bang for the buck. It is here that 
camera to VCR ownership ratios run 
as high as one out of every two, say 
industry observers. 

The bulk of these sales will come 
from video specialty operations, 
report manufacturers surveyed. 
And mass merchants arc finding 
color cameras, though quite a high 
Continued on Page 22 



Floor planning moves 
into electronics area 


F loor planning has been a way 
of life for most TV/appliance 
dealers, but now the credit arrange¬ 
ment is spreading to other electron¬ 
ics dealers as well. 

A growing number of finance 
companies have targeted electron¬ 
ics for floor-planning programs, and 
these efforts have reportedly been 
especially successful with computer 
specialty stores. Floor planning is 
not restricted to the larger TV/ 
appliance stores or the specialty 
stores, but is becoming more 
common in all types of electronics 
outlets, especially those carrying 
big-ticket items such as computers, 


projection TV, or VCRs. And floor 
planning can provide valuable 
financing to new dealers, those who 
are growing quickly, or those who 
are having problems with inventory. 

Floor planning is an arrangement 
made between a dealer, a manufac¬ 
turer, and a finance company. It 
allows a dealer to receive inventory 
and delay payment until the product 
is sold. In most cases, if the product 
is unsold after 90 days, the dealer 
begins to pay interest to the finance 
company. Floor planning benefits 
the manufacturer because the 
finance company pays the invoice 
Continued on Page 43 
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Game promos 
to sparkle in 
4th quarter 


By Michael Antoniak 


J'T'is the season for the video 
A game wars. 

An advertising assault on the 
nation’s consumers is planned by 
video game manufacturers in the 
fourth quarter as they vie for a piece 
of what promises to be this year’s 
biggest Christmas pie. 

With video game sales still 
mushrooming, a growing number of 
manufacturers are coming to mar- 
Continued on Page 12 




A sampling of 4th quarter video 
game promotion includes these 
stills from commercials for, from 
top, Imagic, Intellivision, Activi¬ 
sion, and ColecoVision. 

































SPECTRAVISION 
BUSTS LOOSE! 


with 5 of the hottest new video games ever! 


Spectravision has busted loose on the video game market in a very big way. 

First there’s PLANET PATROL™, with the excitement of outer space invasions by day 
and night. There's GANGSTER ALLEY™, with dangerous criminals everyone is looking for. There's 
TAPEWORM™, where Slinky the Spectraworm must be protected from ravenous predators. 
There's CROSS FORCE™ with its monstrous Morpuls. And there's CHINA SYNDROME™, where the 
unthinkable — a core meltdown — must be stopped. 

Spectravision delivers, in more ways than one. we deliver games with more realistic 
sound effects and more spectacular graphics, we deliver games with day/night phases, we 
deliver more difficult skill levels, plus more action and challenge. Just as important, Spec¬ 
travision delivers fast, we get our games on your shelves much faster than some of the 
larger video game companies. So you spend more time at the cash register, and less time 
waiting for shipments. 

If you’ve got your sights set on record profits for this holiday season, see to it that 
Spectravision is on your shelves, we think they’ll be many happy re-orders to come. 

spectravision™ Our games come to life. 







©1982 SPECTRA VIDEO, INC 


39 W 37th Street, New York, N Y 10018 
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ATARI* VIDEO GAME SYSTEM™ is a registered trademark of ATAR 
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MORE THAN JUST ANOTHER PRETTY FACE. 


Says who? Says ANSI. 

Specifically, subcommittee X3B8 of the American 
National Standards Institute (ANSI) says so. The fact is all 
Elephant™ floppies meet or exceed the specs required to 
meet or exceed all their standards. 

But just who is "subcommittee X3B8" to issue such 
pronouncements? 

They're a group of people representing a large, well- 
balanced cross section of disciplines—from academia, 
government agencies, and the computer industry. 

People from places like IBM, Hewlett-Packard, 3M, 
Lawrence Livermore Labs, The U.S. Department of 
Defense, Honeywell and The Association of Computer 
Programmers and Analysts. In short, it's a bunch of high- 
caliber nitpickers whose mission, it seems, in order to 


better disks for consumers, is also to make life miserable 
for everyone in the disk-making business. 

How? By gathering together periodically (often, one 
suspects, under the full moon) to concoct more and more 
rules to increase the quality of flexible disks. Their most 
recent rule book runs over 20 single-spaced pages— 
listing, and insisting upon—hundreds upon hundreds of 
standards a disk must meet in order to be blessed by 
ANSI. (And thereby be taken seriously by people who 
take disks seriously.) 

In fact, if you'd like a copy of this formidable document, 
for free, just let us know and well send you one. Because 
once you know what it takes to make an Elephant for 
ANSI... 

We think you’ll want us to make some Elephants for you. 


ELEPHANT. HEAVY DUTY DISKS. 


For a free poster-size portrait of our powerful pachyderm, please write us. 

Distributed Exclusively by Leading Edge Products, Inc., 225 Turnpike Street, Canton, Massachusetts 02021 
Call: toll-free 1-800-343-6833; or in Massachusetts call collect (617) 828-8150. Telex 951-624. 
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Service is the key to the 
high-tech revolution 



I remember being taught in college that the 
world’s history was cyclical. 1 was also told 
in a philosophy course that man’s thought pat¬ 
terns run in cycles. The weather is also prone 
to cycles, and it seems that the retail business in many respects is 
cyclical, as well. 

As a youngster, one of my biggest thrills was going to the audio 
store to look at hi-fi products. 1 couldn’t afford them, and 1 also 
couldn’t understand the people who talked about them. It was a 
rather intimidating experience, and one that I remember to this 
day as 1 look at a leisure electronics industry in which audio is but 
a small part. 

That impression has lasted with me all these years, and 1 still 
have a strange sense of deja vu when I go to a retail store and walk 
into an electronics department. Now I am confronted by not only 
that audio product which at one time was so intimidating, 
but video and computer products as well. The products themselves 
are as intimidating; the only difference is that the sales clerks are 
not. In fact, in many instances, including computer and video 
specialty stores, the retail salespersons are anything but intimidat¬ 
ing. They are unknowledgeable. 

How many times in the last two to three years have you walked 
out of a retail store because you were not able to get a clerk to 
tell you about the styles and colors available in a particular 
garment, or no one knew the difference between one clock radio 
and another, or any number of other information problems at 
the retail level. 

I’m reminded of the old story about the man who walks into 
the store to buy a watch. While in the store, he’s looking at the 
counter for well over 30 minutes and he sees there are two 
watches that look identical but with a $20 price difference; one’s 
$99.99 and the other is $79.99. When he finally manages to 
catch the attention of the clerk to answer his questions, he asks 
what the difference is between the watch for $99.99 and the watch 
for $79.99. The clerk looks at him with a cold stare and says $20. 

The moral to this story is that service is the key to the high-tech 
revolution. Retailers who will be successful are not just the 
retailers who can throw goods out at a discounted price. You must 
service the product to gain the repeat sale. 

You, the retailers, must take advantage of any in-store sales 
aids that manufacturers are giving you. Put up the point-of- 
purchase displays, use the manufacturers’ fact sheets, and make 
sure your clerks are at least able to convey the advantages and/or 
disadvantages of any particular piece of high-tech equipment 
which you have for sale. 

I remember an ad campaign from many years ago which said 
“Service is our business,” and in today’s retail environment, 
service is the only business.— Stephen Bentkover 
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P RICES FALLING ON TURNTABLES IN FLAT MAR¬ 
KET: Dropping prices, increased inventories, slashed mar¬ 
gins, and the recession are all taking their toll on the turntable 
market, and features once found on only the high-priced models 
are becoming available on mid and low-priced units.1 


S ALES OF VIDEO CAMERAS CONTINUE TO IN¬ 
CREASE: Video camera sales are expected to rise sharply to 
300.000 units this year, an increase of 110,000 units over 1981 
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VIDEO GAME PROMOTIONS TO SPARKLE IN 
* FOURTH QUARTER: With competition in video game as 
hot as fourth quarter sales expectations, manufacturers are 
mounting a multi-media campaign for sales.1 


PLOOR PLANNING MOVES INTO ELECTRONICS 
AREA: This credit arrangement has proven successful for 
most TV/appliance dealers in the past, and floor planning is now 
gaining acceptance with electronic dealers.1 


THE RACE FOR RETAIL TELEPHONE SALES IS ON: 
A Record breaking sales in the telephone category are being 
reported by retailers from coast to coast. Larry Reichenstein of 
Webcor outlines how dealers can get involved in the telephone 
market, and what they should do to ensure future sales.36 


t) LACK AND WHITE SETS DOMINATE SALES OF 
-*“*MINI TVs: As technology makes possible smaller TV sets, 
the mini TV is carving a niche for itself in the market, and black 
and white sets are proving the strongest sellers.1 


PROMOTING FAMILY MOVIES CAN BE PROFIT- 
-E ABLE: The role of the video retailer in today’s family enter¬ 
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Walt Disney Telecommunications advises dealers on how to 
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TDK now gives you two more hours to sell. 


Once again, TDK goes to greater 
lengths to help you enjoy greater 
sales and profits. Introducing TDK 
Super Avilyn T-160—the TDK 
video cassette that gives your VHS 
customers up to 8 full hours of en¬ 
joyment, even on their present 
video decks. And TDK also has 
good news for your Beta customers: 
the delivery of Super Avilyn Beta 
L-750 HG—TDK’s highest quality, 
longest playing Beta cassette. 

You’ll find that TDK Super Avilyn 
T-160 and TDK Beta L-750 HG 


complement the finest and fastest- 
selling family of video cassettes on 
the market today. 

You’ll also find that you can 
count on Super Avilyn video cas¬ 
settes to put your profits in “fast 
forward’’ because they all come to 
you pre-sold. Supported by hard¬ 
hitting, in-depth national advertis¬ 
ing. Plus sales-pulling, in-store pro¬ 
motions. And highly visible, highly 
informative packaging. Speaking 
of packaging, TDK Super Avilyn 
video cassettes are now available in 


new super-selling packages—two- 
packs in VHS and special blister 
cards featuring the most popular 
lengths of VHS and Beta. 

TDK. Nobody goes to greater 
lengths to brighten your video cas¬ 
sette profit picture. 

&TDK. 

TDK LEADS THE WAY 


Circle No. 5 on product card 
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CAI usage 
increasing 

NEW YORK—The market for 
computer-assisted instruction 
(CAi) is expected to increase 68 
percent, to a total of $816 
million, by 1987, according to a 
newly released report. The 
Market for Computer Assisted 
Instruction in U. S. Education: A 
Five Year Projection ’ from the 
marketing research group Frost 
& Sullivan. 

The report predicts as much 
as 50 percent of the U.S. student 
population will be receiving CAI 
by 1987, a sharp increase from 
the 25 percent penetration 
today. 

Three categories of schools 
were surveyed for the report, 
including elementary/secondary 
schools, community colleges, 
and four-year colleges and 
universities. Community 
colleges are projected to pace 
CAI growth, with 82 percent of 
the schools projected to use CAI 
in five years, while 52 percent 
utilize it today. 

The number of elementary 
schools using CAI is expected to 
increase from 65 percent to 80 
percent, with a total 
microcomputer population of 
424,000 units by 1987. The 
greatest application of the CAI is 
expected to be in the 10th 
through 12th grades, with 
mathematics the main program. 

Microcomputers are expected 
to emerge as the primary tool for 
delivering CAI material to 
colleges and universities by 
1987. and the number of these 
institutions using CAI will 
increase to 84 percent from 68 
percent. 

Frost & Sullivan expects 
current dominant micro vendors 
to retain their positions of 
leadership, with IBM increasing 
j its 18 percent share of the CAI 
market in the 

elementary/secondary school 
market to 35 percent by 1987. 
Digital Equipment Corp. is 
expected to dominate the market 
in the community college and 
four-year college markets. 

The report cites two problems 
confronting the outlook for CAI, 
the lack of knowledgeable 
practitioners to serve as 
consultants, and the slow 
development of peer-reviewed 
quality software. 

“CAI courseware in the U.S. 
education field is wide open for 
private sector competition!” 
states the report. 


Winter CES now largest trade show 


WASHINGTON, DC— 
Applications for all available 
space at exhibit facilities in Las 
Vegas for the Winter Consumer 
Electronics Show have already 
been received, reports the 
Electronic Industries 
Association’s Consumer 
Electronics Group. 

With the applications 
representing 600,000 square feet 
of exhibit space, the Winter CES 
has now become the largest of 
12,000 trade shows held 
annually in the U.S. This 
winter’s show, to be held 
January 6 through 9. 1983, will 
utilize all the exhibit facilities of 
the Las Vegas Convention 
Center, and the Hilton and 


Jockey Club Hotels. 

Jack Wayman. senior vice 
president of the E1A/CEG. 
states, “We are of course 
pleased with the amount of 
space applied for in Las Vegas. 
Virtually every major 
manufacturer in every consumer 
electronics category will be 
participating, and we will be 
welcoming a large number of 
new exhibitors in such dynamic 
product categories as 
computers, computer software, 
video games and accessories, 
and telephone equipment, as 
well as photographic 
manufacturers who have moved 
into video.” 

Wayman adds. “This year's 


show is expected to attract more 
than 65.000 from 75 countries, 
including virtually every major 
U.S. retail marketer.” 

An extensive advertising and 
promotion campaign is being 
undertaken to attract show 
attendees. More than 50 
advertisements will appear in 
fall issues of worldwide trade 
press, and more than 150.000 
direct-mail brochures and one 
million exhibitor tickets of 
invitation will be sent to 
potential U.S. attendees. 

Additionally, more than 
30,000 brochures will be sent 
abroad, and 25.000 will be 
distributed at the European and 
Asian leisure electronics shows 



PERFECTIONISTS: The Delta Group, a sales representative firm in 
Bensonville, IL. was presented the JVC Company of America s 
annual Perfectionist Award at the Summer CES. Harry Elias of JVC 
presented the award to Stephen Winokur of The Delta Group while 
other members of the rep firm looked on. JVC presents the award 
each year to the rep firm which has proven to be most helpful to the 
company during the previous year. The award is a specialty designed 
crystal diamond from Steuben of New York. 


Velbon International opening 
Atlanta distribution facility 


TORRANCE, CA—Velbon 
International Corporation has 
opened a new 10.000-square- 
foot distribution center in 
Atlanta. 

Sales of the company’s tripods 
for video and photography 
equipment increased 42 percent 
during 1981 and indications are 
that this year’s sales will surpass 
that figure. Ted Yokofich. 
Velbon’s vice president and 
director of marketing, says, 
“Both customers and dealers 
will benefit from our new 
distribution center and the 
shipping factor will easily cut in 


half costs of shipping orders to 
our eastern dealers.' ’ 

Operations at the new 
distribution center began in July 
under the management of Kazuo 
Goto, who reports “We are 
pushing to have Velbon tripods 
and accessories shipped out of 
this new facility in time for the 
Christmas season.” 

Yoshimitsu Hachisuka, senior 
vice president of Velbon, 
comments that the company “is 
always looking to the future and 
this new addition is just one of 
our first steps in the new phase 
of U.S. market expansion.” 


IT A claims 
‘distortion’ 

NEW YORK—The International 
Tape/Disc Association has 
accused the Recording Industry 
Association of America of 
“gross misrepresentation and 
distortion of ITA blank tape 
sales figures in order to bolster 
its case for tape royalties.” 

The allegation follows the 
release of a statement by the 
RIAA which claimed the ITA 
blank tape sales figures indicate 
“home taping is showing 
significant growth.” 

Explaining that the ITA has 
taken no position on the tape 
royalty issue. Henry Brief, 
executive vice president, states. 
“The RIAA release distorts the 
ITA statistical report and implies 
dishonesty in its preparation. 

The ITA blank tape sales figures 
for 1981 were a conglomeration 
of all tape sales—bulk, sales to 
duplicators, and to retailers,” he 
continues. 

“The RIAA statement that 
the ITA figures validate the peril 
to recorded music is at best a 
far-fetched inference, and at 
worst a gross misrepresenta¬ 
tion,” states Brief. 

Brief also objects to an RIAA 
implication that ITA correction 
of an error in 1980 figures was 
deliberate distortion, and points 
out that the correction was solely 
a striving for accuracy in a 
statistical reporting program 
started long before tape 
royalties became a legislative 
issue. The inference “is unfair 
vilification of an ITA 
committee,” he states. 
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The video recorder you buy today 
may be obsolete tomorrow 
unless it has everything this Panasonic has. 


This new Panasonic Omnivision® PV-1780 QtDrAA bein 9 able t0 contro1 alt this A fr ° m ac , ross tbe 
embodies everything imaginable in a home w w room by wireless remote. And while you re 

video tape recorder and more. Q m |>%#\| W rorOrHlIICl awayimagine programming up 
Imagine playing stereo video C# ilvUl ■ 6wwl to 8 TV programs from different 

tapes through your hi-fi. Imagine PflTIfltffc channels for 2 weeks. The only 

8-hour recording on an NV-T160 WITGICSS 116111016 thing hard to imagine about this 
cassette. Imagine special effects with- ^ nri nin n qmaIi new Panasonic OmnivisionVHS video 
out the usual jitter or snow. Imagine OmillScfllCIl recorder is how it will ever be obsolete. 


Omnisearch 
Slow Motion 


Panasonic* 

just slightly ahead of our time. 

WARNING: One Federal Court has held that 
recording copyrighted TV programs is infringement. 
Such programs should not be recorded. 
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( Editors Nctebcck ) 


Software dealers should 
hang together; or else. . . 

R ecently, the Video Software Dealers 

Association, a division of NARM, announced it 
had expanded its membership to include record 
and tape merchandisers who entering the 
video marketplace. Among the new' members from the music 
business are Everybody’s Video Vault, Tower Records, Hastings 
Books/Records/Video, Peaches Records and Tapes. Pickwick 
International’s Musicland stores and its Vidiom video specialty 
operation, as well as Show Industries’ all new video store (Show 
Industries operates the Music Plus record stores). 

In our opinion, that’s a very good move for a number of reasons. 
Not the least of these reasons is the fact that success in any market is 
a function of being able to react to and evolve with growing 
businesses. For the longest time record stores have been eyeing the 
home electronics market, and with good cause. With the record 
industry in a terrible nose dive, business is suffering. Quite 
naturally, record store operators are seeking new methods of 
bringing people into their outlets. Videotape is one method of doing 
that. Note also that numerous record store operations are also 
carrying video games alongside audio cassettes. Not a bad idea, 
either. Growth expectations for both video games and videotape are 
quite high. It is the opinion of most industry observers that these two 
areas are assured continued growth throughout the remainder of the 
decade. 

One area that is probably being overlooked by record store 
operators is computer software. As detailed here last month, 
computer software is the justification for owning a computer, just as 


records are the justification for owning a turntable or record changer. 

Given their recent penchant for adding different types of software 
to their existing catalogs, record store owners would be wise in 
eyeing this new medium as well. Further, a repositioning of their 
operations as software centers would establish them as the place to 
turn for home entertainment as well as probably assure them of 
continued growth in the future. This all goes back to what we here 
have been saying since LEISURE TIME ELECTRONICS first hit the 
streets. That is. there shouldn't be a separate audio department, 
separate video department, separate computer department, etc., 
etc., etc. Rather, there should be one center for consumers to turn to 
when they desire home entertainment products, in this case, 
software. 

While all the industry is clamoring over the right to tape at home or 
the denial of royalties that the system was intended to provide, a 
rethinking of the overall software business might be more in order 
than litigation, congressional and senate hearings, and storefront 
rallies. 

Perhaps VSDA can look just a little further out and see that 
1) there is a void in the market for a trade association of software 
dealers that takes into account all the media currently available, as 
well as those that are planned for the future; and, 2) it should 
consider dropping the “Video” part of its moniker and continue as 
the Software Dealers Association. 

That record stores are enlisting in VSDA’s ranks is a positive sign. 
That computer software is already being sold in a number of different 
types of stores is indicative of the melding of all types of merchants 
and their lines that is underway. That an organization for software 
dealers is a necessity is apparent to those with enough foresight to 
look towards the seeming realities of the future. Who will step 
forward to lead the masses?—Bob Citelli 



"The Home Talks Back" set for October 


BOSTON—“The Home Talks 
Back” is the name of a seminar to 
be given by the Yankee Group 
October 12 to 13 in New York City 
and October 19 to 20 in Palo Alto, 
CA. 

The seminar will focus on the 
electronic delivery of electronic 
products, including discussions of 
videotex, video games, pay-per- 
view television, and telegambling. 
The market research and consulting 
firm says that these services will be 
followed by home banking, tele¬ 
shopping, and the use of two-way 
cable networks for education and 
information. 

The seminar will feature James 
Levy, president of Activision, Inc., a 
company which has increased its 
revenue from $5 million in 1980 to 
SI00 million this year, says the 
Yankee Group. Howard Anderson 
of the Yankee Group will explore 
how ? Atari, the fastest-growing 
company in U.S. business history, 
will support its new market entries 
in computer animation, communica¬ 
tions, and leisure electronics. 

The Yankee Group seminar will 
focus in on Viewtron, a joint venture 
of AT&T and the Knight-Ridder 
Newspapers Inc. The service is set 
for launch in the Boston area in late 
1984. 

Other upcoming events include: 

Sept. 23-25—New York Computer 

Showcase Expo, New’ York Coli¬ 
seum, New r York. 

Sept. 24-26—NRMA Retail Adver¬ 
tising Seminar, Harley Hotel, 


New York. 

Sept. 28-29—Yankee Group Semi¬ 
nar on “The Future Factory.” 
Hyatt Hotel, Sunnyvale. CA. 

Sept. 29-30—Ottawa Computer 

Show .Lansdow nc Park Civic Cen¬ 
tre. Ottawa, Canada. 

Sept. 30-Oct. 4—Videxpo *82. She¬ 
raton Bai Harbour. Bal Harbour 
(Miami Beach). FL. 

Oct. 3-8—NAVA’s 29th Institute for 
Effective Communications. Indi¬ 
ana University, Bloomington, IN. 

Oct. 4-7—Telocater Network of 
America 34th Annual Convention, 
Washington. DC. 

Oct. 8-11—Electronica Public Con¬ 
sumer Electronics Show. Hynes 
Auditorium, Boston. 

Oct. 11-12—Future Computing 
Seminar on “Personal Computer 
Peripherals Market Analysis,” 
Anatole Hotel, Dallas. 

Oct. 11-13—EIA 58th Annual Con¬ 
ference. Century Plaza Hotel. Los 
Angeles. 

Oct. 12-13— Frost & Sullivan semi¬ 
nar on Understanding and Using 
CAD/CAM, Carolton Hotel, 
Toronto, Canada. 

Oct. 12-13— Yankee Group seminar 
on Electronic Products, Plaza 
Hotel, New York. 

Oct. 14-15— Front & Sullivan semi¬ 
nar on Understanding and Using 
Computer Business Graphics, 
Carolton Hotel. Toronto. Canada. 

Oct. 14-16—The 7th Annual Na¬ 
tional Music, Sound and Video 
Show, New York Hilton, New 
York City. 

Oct. 15-17—New York Hi-Fi Stereo 
& Video Show r of 1982, Sheraton 


Center. New York. 

Oct. 15-19—Vidcom 82—Interna¬ 
tional Video Communications 
Market. The New Palais des Fes¬ 
tivals, Cannes, France. 

Oct. 17-19—The EIA Ten-Year 
Forecast, Century Plaza Hotel, 
Los Angeles. 

Oct. 18-22—The 13th Annual Video 
Expo New York. New York Pas¬ 
senger Ship Terminal. New York. 

Oct. 19-20—Yankee Group seminar 
on Electronic Products. Hyatt 
Hotel. Palo Alto, CA. 

Oct. 29-31—UCSD Pascal System 
Users’ Society semi-annual na¬ 
tional meeting. Harvey House 
Hotel. Dallas. 

Nov. 2-4—Fourth Annual Hong 


Kong Consumer Electronics 
Show 1982, Regent Hotel. New 
World Centre, and New World 
Hotel, Hong Kong. 

Nov. 8-11—Comdex/Europe, RA1 
Exhibition Center, Amsterdam, 
Holland. 

Nov. 13-14—Artec Retailer Show, 
Sheraton Inn, Mansfield, MA. 

Nov. 13-15—National Cable Tele¬ 
vision’s Programming Exposi¬ 
tion, Biltmore Hotel, Los An- 
geles. 

Nov. 14-17—EIA Government Pro¬ 
curement Relations Council An¬ 
nual Meeting, Scottsdale, AZ. 

Nov. 18-21—The National Home 
Entertainment Show’. New f York 
Coliseum, New York. 
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CED PLAYERS 

• Plays audio/video discs 

• 5 function infrared 
remote control 





SYLVANIA VIDEODISC PLAYER 

• Plays audio/video discs 

• 16 function infrared 
remote control 

• Superior video picture 
resolution 

• “Interactive” disc format 

• Hi-Fidelity stereo sound 
with two discrete channels 
of audio 

- Frequency response-40 to 
20,000 Hz 

- S/N ratio-55 dB (70 dB 
with CX) 

- Channel separation-70 dB 

- Wow and flutter-none 

- Harmonic distortion-0.5% 

• Random access (high 
speed) to individual 
chapter and/or specific 
frame 

• Variable slow motion in 
forward and reverse (with 
full picture quality) 

• Still/step control for 
freeze frame and frame- 
by-frame play (with full 
picture quality) 

• On-screen display of 
chapter and frame 
(interactive mode) 

• Interfaced control jack 
allows connection to 
personal home computer 

• True interactive operation 
—permits user to control 
pace for participation in 
instructional and 
educational programming 


Parity benefits of both C ED * 
and Sylvania Videodisc players 
are excluded. 


Q 

A fine line can make a big difference in Videodisc players 
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SYLVANIA 

AUDIO■ VIDEO 

N.A.P. Consumer Electronics Corp. 
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High impact TV commercials. For ColecoVision." For video game cartridges 
for use with ColecoVision, the Atari VCS, and Intellivision. ^ 

For self-contained arcade games. The kincl 
of commercials you’ve come to expect Tlf 

from Coleco. Aimed at kids and teens-1 1 jf'mLjt* At’ 

the primary user group. High recall, I Wp* K1 V 

attention-grabbers that sell! I j*r^V \ 


Full page ColecoVision newspaper ads in all 
major markets highlighting cartridge availability 
tieing into and heavily reinforcing our TV 
campaign. 


Full color ColecoVision spreads running from 
September through December in top circulation 
magazines. With selling messages pin-pointed 
to Mom and Dad-the primary purchaser group. 
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Coleco Industries, Inc. National Sales Office Suite 1234 
200 Fifth Avenue, New York, N Y. 10010 (212) 242-6605 
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ON TOP RATED TV PROGRAMS 

The best prime-time programming, with a national roll out starting 
in September. By far, the biggest media budget 
in Coleco’s history, reaching 92%of American ^iill 
homes, time after time 
after time! 
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VERTISING CLOUT! 
















Media blitz set for video game sales 

C Cover Story 


Continued from Page 1 
ket with cartridges for Atari’s video 
computer system. Atari’s video 
game empire, an estimated 70 
percent of the market, is also being 
challenged with new game systems 
and hardware as established manu¬ 
facturers and new faces crowd into 
the video game arena. For some of 
the challengers, the fourth quarter 
of 1982 will be a make or break 
season. 

While game quality remains the 
ultimate criterion for success in this 
category, brand recognition can 
prove critical to surviving the First 
heat in the race for shares of the 
video game market. To build that 
recognition, and resultant sales, 
manufacturers have undertaken a 
multi-media blitz which they hope 
will send the consumers in quest of 
their game products and set cash 
registers ringing from coast to 
coast. 

A war of words, images, and 
sounds will confront consumers at 
every turn as manufacturers take 
their sales campaigns for a share of 
the $1.5 to $2 billion market to 
national network, spot, and cable 
TV; radio; the nation’s theatres; 
newspapers; and every consumer 



Comedian Bill Cosby will repre¬ 
sent Texas Instrument’s learning 
aids on TV and in print ads. 

publication which will pass through 
the hands of potential video game 
customers. When it is all over, tens 
of millions of dollars will have been 
spent for advertising, and millions 
more will hopefully swell the coffers 
of manufacturers. 

Atari is mum on what it will be 
spending for advertising in the 
quarter, but industry observers 
have estimated its second half ad 
budget at as much as $35 million, 
with most of it going to promotion in 
the final months of the year. 

According to Karen Esler, Atari 
media relations specialist, the 
company will “blanket” the nation 
with ads in the fourth quarter, using 
the theme, “Have you played your 
Atari today?” The new, upgraded 
game system, the Atari 5200, will get 
the biggest push, while other spots 
will highlight its game cartridges, 



“What time is it? Game Time” is 
commercial for GCE’s game watch, 

including the first two of its Sword 
Quest game cartridge series. 

National TV ads, 60 spots per 
week on contemporary music radio 
networks, and print ads will also 
figure in Atari’s fourth-quarter 
promotions. Print ads are also 
slated to appear in National Football 
League stadium books, and a series 
of ads to appear in DC comics will 
tie in with the Sword Quest game 
series. In its efforts to reach the 
younger video game audience, Atari 
will be sponsoring Saturday morn¬ 
ing cartoon shows, including Bugs 
Bunny and Tom and Jerry. 

A special Christmas “stocking 
stuffer” offer from Atari will give 
consumers a $25 coupon book with 
the purchase of an Atari 2600 VCS. 
The five $5 coupons will be 
redeemable through May 31, 1983 
towards the purchase of Atari game 
cartridges and accessories. 

Coupon Calendar 

Mattel will be offering a special 
coupon calendar through its dealers 
from October through January. 
Each month a coupon will give 
consumers the chance to purchase 
an Intcllivision cartridge at a 
reduced cost. A running promotion 
throught the fourth quarter will be 
the lntellivision video challenge 
tournament. Eighteen regional con¬ 
tests are scheduled and the finals 
are set for December 10 in Los 
Angeles. lntellivision Skiing, Astro- 
smash, and Bowling will be the areas 
of competition in this parent-child 
event. 

Advertising for lntellivision will 
feature George Plimpton as spokes¬ 
man in two new comparative ad 
spots. National network, cable, and 
spot TV as well as the consumer 
press will provide the vehicles for 
the ads. Special TV spots for the 
IntelliVoice sound module are also 
planned. 

Mattel will also be reaching out to 
consumers with Screenvision adver¬ 
tising in 4,000 movie theatres in 175 
markets during the fourth quarter. 
The two-minute computer-animated 
spots will highlight eight Intellivi- 
sion cartridges. 

Mattel’s M Network line of game 
cartridges for the Atari VCS will be 
featured in commercials on spot and 
cable TV and FM radio. A single 
commercial will feature the entire 
line of games, and print ads are 
scheduled for consumer publica¬ 
tions and comic books. 

N.A.P.’s Knoxville-based Odys¬ 
sey will promote its game system 


the message of this 30 second 
one of five spots. 

and cartridges in a continuing tie-in 
with Kellogg’s cereals. The Instant 
Win Video Game Sweepstakes 
appears on an estimated 30 million 
cereal boxes, and is being support¬ 
ed through a $1 million campaign 
promoting the contest. 

The Wizard of Odyssey will 
appear as the spokesman for the 
Odyssey line in the fall. A $2 million 
campaign is scheduled for The 
Voice sound module for the system, 
and new voice-enhanced cartridges 


is introducing the ColecoVision 
video game system this fall. Part of 
an ad budget estimated to be 
between 15 and 20 million dollars 
will introduce the system and 
Coleco’s video game cartridges for 
both the Atari and lntellivision 
systems to the public. 

The running theme of the Coleco 
video game ads will be “Now you 
can bring the arcade experience 
home” and the commercials will 
compare the graphics, features, and 
play of the Coleco games and Cole¬ 
coVision with those found in arcade 
games. Five 60-second commercials 
will run on the ColecoVision system, 
while 30-sccond spots will be used 
to push the game cartridges. 

Multi-Media Approach 

The company’s multi-media ap¬ 
proach will include TV advertising, 
cable TV advertising, newspaper 
and radio ads in key markets, and 
ads in national consumer publica¬ 
tions. TV advertising will be aimed 
at the 10 to 16 year old male video 


"The key to movement is to tie in with 
manufacturer's consumer advertising." 
—Dan Oakland, Parker Brothers 


will be featured in ads, including 
the game K.C.’s Krazy Chase. 
National consumer press, as well as 
TV advertising, will present the 
Odyssey brand to the consumers, 
and p-o-p materials, tying in with 
the Wizard of Odyssey campaign, 
will be available to retailers. 

The company will also be offering 
purchasers of its game console a 
choice of a $15 rebate for the 
purchase of a system or a free game 
cartridge. The rebate offer will be 
touted in ads. 

Astrocade, Columbus, OH, will 
be pushing its game system and 
cartridges through national print 
advertising and spot TV in all the 
major markets. The Astrocade 
game console w'ill be presented in a 
30-second spot using computer 
animation while game cartridges 
will be featured in separate 
commercials. 

Point-of-purchase materials, in¬ 
cluding a displayer for the game 
system, cartridges, and a game 
screen, will be available to retailers 
from Astrocade. 

One of the newest contenders for 
video game hardware and software 
sales is Coleco, Hartford, CT, w hich 


game enthusiast, while print ads 
will reach out to the parents and 
purchasers of the systems. 

Emerson Radio Corp., Secaucus, 
NJ, is also entering the video game 
market w'ith its own system, the 
Arcadia 2001, and cartridges this 
year. The company will not, 
however, undertake any type of 
national advertising campaign to 
push the system. Instead, it will rely 
on the efforts of retailers through its 
co-op advertising program. The 
company is hoping the system’s 
selling price of $100 at retail will 
encourage retailers to carry the 
system, and promote it w r ith the 
p-o-p materials and ad slicks 
available from the manufacturer. 

Arcadia is the name of a new 
company from Santa Clara, CA, 
w r hich is entering the video game 
market with hardware which it 
claims enhances the game play of 
Atari’s 2600 VCS. 

Arcadia Corporation’s Super¬ 
charger and games for use with the 
unit will get the backing of heavy 
TV advertising in the major 
markets, as well as extensive 
fourth-quarter advertising in the 
Continued on Page 14 




Parker Brothers will be running separate commercials for both its 
Empire Strikes Back and Frogger games to help fourth-quarter sales 
of the cartridges for the Atari VCS. 
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We Have Something Every 
Video Game Player Will Want 
And We’re Going To Give It To You 

Free. 


Data Age understands video games. 
We know they mean total involvement 
in a world of fast action and tingling 
suspense. And we wanted to find a 
way to bring that excitement to cus¬ 
tomers before they actually bought our 
games. Here's how we did it. 

We’re Playing It 
By Ear. We’ve put 
our video games on 
record. That’s right. 
We asked a well- 
known science and 
science-fiction writer 
to collaborate with one of Hollywood's 
most respected sound producers to 
bring each of our games to life, using 
dramatic dialogue and great sound 
effects. Now your customers can ex¬ 
perience the thrill of Data Age.. Video 
Games in a way that no picture or set of 
printed words could hope to do. Its the 
closest and cleverest thing to actually 
playing a video game that the best peo¬ 
ple in the entertainment business could 
devise. And Data Age distributors are 
giving these records 
away so that you can 
turn right around and 
give them away to your 
customers. 

The only place the 
Data Age record will be 
available is in retail stores. It will be up 





to you to meet the demand. And you 
can expect a demand-because once 
customers hear our video games they’ll 
be back to you, more than once. 

And Now Hear This. We’ll be sup¬ 
porting our record and games with 
some exciting promotions, aimed at 
teenagers, your prime customer for 
video games. We’ll be advertising on 
the teenagers' favorite medium: radio. 
We plan to saturate the best of contem¬ 
porary music stations around the coun¬ 
try, telling every major market about 
Data Age.. Video Games. We’ll promote 
the free record with local DJs-and 
they'll send their listeners right to your 
store. 

Just call your Data Age distributor. 
He’ll have our records in boxes of fifty 
that unfold into counter-top displays 
that say ‘Free!" All you have to do is 
set the records out-and watch them 


disappear. 




Listen, Then Look. 

You’ll also want to hear 
more about the Data 
Age distributor’s local 
marketing program. 

We’re offering 100% 
paid co-op advertising. 

A poster that’s a 
knock-out. And best 
of all, an earful of 
other ideas that will 
help you set up a local 
campaign to tell teen¬ 
agers that the video 
game action is at your store. 

Data Age isn’t afraid to do things a 
little differently. After all, if a company 
can put a video game on an audio disk, 
you know they've got some other good 
ideas. But don t just lis¬ 
ten to us, or to our rec- gj 
ord. Take a look at our 
action games. There’s 
action in the packaging, 
which tells a story and 
challenges a player's 
skill and concentration. And action 
over the counter, once the word gets 
around. And around. 

Call your Data Age distributor for de¬ 
tails on our free record offer. Our co-op 
advertising deal. Our local marketing 
plans. Our radio push. Or call Data Age 
directly-we’d be glad to hear from you. 




DATA AGE 


THERE’S A LOT MORE TO OUR BUSINESS THAN FUN AND GAMES. 


14583 Big Basin Way. Saratoga. CA 95070 (408) 867-2960 

Data Age-, Video Games for the Atari ’ Video Game System and Sears Tele-Games * Video Arcade. Data Age. Inc. is not related to Atari. Inc., or lo Sears Roebuck and Co. ‘1982 Data Age. Inc. 
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Game promos to dominate 4th 


Continued from Page 12 
electronic games hobbyist maga¬ 
zines. Andy Breyer, 1981 Asteroids 
champion, will represent Arcadia in 
ifs ads, which will carry the theme, 
“Arcade action comes home with 
the Supercharger.” Network and 
spot TV is scheduled for the 10 
major markets, and p-o-p materials, 
including game posters, will be 
available to dealers. 

General Consumer Electronics, 
Santa Monica, CA, will be support¬ 
ing the introduction of its Vectrex 
self-contained video game system 
with a $2 million ad campaign 
earmarked for eight major markets 
where the game system will get its 
initial introduction. Ads touting the 
system will also appear in consumer 
publications such as TV Guide , 
Electronic Games , and Boy's Life. 
Special displayers for the system 


helped establish Activision as one of 
the front runners in the videogame 
software market. 

Games By Apollo, Richardson, 
TX, was still finalizing its ad 
program for the fourth quarter at 
press time, but expects to have a 
multi-million dollar ad program set 
for the fourth quarter. It will 
reportedly include spot TV advertis¬ 
ing in the 20 major markets, backed 
up with some radio and consumer 
print advertising. P-o-p materials 
will be available, and a promotional 
contest with dealers and cable TV 
advertising are also being consid¬ 
ered. 

The company plans to have 13 
games available by Christmas, and 
will actively promote five in its ads. 

“Created by experts for experts” 
will be the theme of ads for Imagic, 
Saratoga, CA. The cartridge com¬ 


"Try and tie in your video game 
promotions with some local event." 
—Nancy Friederich, Odyssey 2 


and its games will be available. 

The competition in the video 
game cartridge market should prove 
intense as a host of newcomers pit 
themselves against Activision, 
Imagic, and Games By Apollo. These 
three companies got a head start in 
this lucrative category and their 
early entry has won them the name 
recognition many of the upstarts are 
looking to establish this season. 

Biggest Push 

Activision will be giving its 
biggest push to two new games, 
Pitfall and Megamania, as the 
fourth quarter gets under way. Both 
games will be the subject of network 
TV, radio, and print advertising. 
Later in the quarter the company 
will also throw its efforts behind the 
first cartridges it is offering for use 
with Intellivision: Pitfall and Stam¬ 
pede. The commercials for the 
games will play up the features of 
the games, including their graphics. 
The company’s ad program will 
follow the strategy which has 

BREAKOUT 
OF VIDEO 
BOREDOM! 


MEET THE CHALLENGE 
PLANET PATROL GANGSTER ALLEY' 



Spectravision will use print ads 
like this to push its cartridges 
and establish company name 
recognition. 


pany plans to have seven games for 
the Atari system and five for 
Intellivision in stores by Christmas. 
A $10 million campaign, including 
network and spot TV, as well as a 
major print ad program, will 
provide visibility for the company. 

Imagic is also sponsoring a 
“Defend Atlantis Contest,” to help 
promote its Atlantis cartridge, 
available in formats for both the 
Atari and Intellivision game sy¬ 
stems. To enter, players must send 
a photograph of the game screen 
showing their high score to the 
company. Entries must be post¬ 
marked no later than October 24 and 
the top four scorers will be flown to 
Bermuda for the contest finals in 
November. 

First place in the contest is 
$10,000. The contest is open to 
anyone, and the top scoring retailer 
will win a week-long trip for two to 
Bermuda. 

Spectravision, New York, will be 
using its fourth-quarter promotional 
efforts to create name recognition 
for the company and its growing 
line of products. Its initial TV 
commercial, to run in major spot 
markets around the country, will 
feature its game Gangster Alley, 
designed for use with the Atari 
system. A second spot will feature 
the company’s complete line of car¬ 
tridges. 

Print ads will run in the major 
consumer game magazines, and the 
company will increase its advertis¬ 
ing in relation to the reception of its 
games in the marketplace. P-o-p 
materials, brochures and posters 
will be offered to dealers. 

Parker Brothers, Beverly, MA, 
plans to have six video game 
cartridges in the stores by Christ¬ 
mas. It will get its message across 
to the consumer through national 
network advertising, spot TV in the 
top 50 markets, spot radio in the top 
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10, network radio, and ads on the 
cable networks WTBS and MTV. 
Print ads will appear in the 
consumer press, including Marvel 
comics and Boy's Life. 

The company will use individual 
commercials for each of its car¬ 
tridges playing up the game features 
and why kids should own them. 
Initially, Parker Brothers will spend 
$3.5 million each on advertising for 
its Empire Strikes Back and Frogger 
cartridges, and a major campaign 
will also be undertaken in Novem¬ 
ber with introduction of its Spider- 
man cartridge for Atari VCS. 

U.S. Games, Santa Clara, CA, 
will be going with TV ads in the top 
25 markets for two of its games, 
Space Jockey and Word Zapper. 
The ads will also run on the ESPN, 
MTV, and USA cable networks. 
Print ads will appear in the game 
hobbyist magazines as well as TV 
Guide, and the company will use its 
advertising to dramatize the import¬ 
ant features of its games. 

A humorous approach to the 
game market will reportedly be the 



ASTROCADE GIVES YOU MORE 
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Astrocade BASIC 


MORE EXCTTING NEW GAMES. TOO' 
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Astrocade’s print ads promote 
its game system as well as sev¬ 
eral of its game cartridges. 


theme of advertisements for the 
three games from Telesys, Fre¬ 
mont, CA, to be in stores by 
Christmas. Spot TV and game 
hobbyist magazines will carry the 
company’s message to consumers, 
and ad spending in a market area 
will amount to 15 percent of what 
that market has absorbed, in dollars, 
of the company’s products. 

Telesys reports it will tag 
individual dealers with its ads and 
will make available p-o-p materials, 
including posters of the games 
packages, to dealers and consum¬ 
ers. The poster will reportedly 
reflect the company’s efforts to 
treat the video game package as an 
LP cover, with emphasis on the 
artwork. 

While other manufacturers grap¬ 
ple for visibility through television 
advertising. Data Age, Saratoga, 
CA, will put its emphasis on print 
and radio advertising and a unique 
promotion is aimed at building 
traffic for retailers. 


quarter 
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Atari will blanket the media with 
ads asking consumers “Have 
you played Atari today?” 

The company is putting together 
a 5Vi-minute record which features 
vignettes of its five games in a 
theme presentation. The record will 
be available to consumers as an 
insert in one million game catalogs 
the company is shipping. 

Radio and print ads will invite the 
customers to come in and get the 
free record at retail outlets tagged 
in the advertisements. The spots 
will be used to promote both the 
games and the record and to 
generate the traffic and demand 
which the company hopes will result 
in sales for its dealers. 

Data Age is also starting up the 
Data Age Video Game Club of 
America for youngsters, and will 
have a 10 percent co-op program for 
retailers in the fourth quarter. Line 
art for newspaper ads which tie in 
the retailer and the promotional 
record will also be available. 

Post-Christmas Sales 

At CBS Video Games, the 
strategy is to let the other com¬ 
panies battle it out and then go 
for the post-Christmas cartridge 
sales, when all those new game 
consoles are in the homes of the 
land. Promotion of the company’s 
initial game releases, Gorf and 
Wizard of Wor, won’t begin until 
late December and will continue 
through January. 

The promotional effort will in¬ 
clude a media mix which will rely on 
TV spots supported by ads placed in 
print and radio. Separate spots will 
run for each of the game cartridges. 

While video game sales and 
promotions may dominate the 
fourth quarter, electronic game 
manufacturers are also looking 
forward to brisk sales in other areas 
of the electronic games market. 
With this in mind, they have 
scheduled media programs for their 
other product lines. 

An ad budget estimated to be 
between $15 and $20 million will 
benefit the Texas Instruments line 
of learning aids and its TI 99/4A 
home computer. The Dallas-based 
company will rely mainly on TV for 
the push, and will continue to use 
comedian Bill Cosby as spokesman 
for its products. 

Game modules for the computer 
























will be featured in TV commercials, 
while the TI Speak ’N Math, Spell 
’N Read, Touch ’N Tell, and Little 
Professor will also be highly visible 
on the home screen. Spot TV ads in 
the top 50 markets, along with 
national advertising on the CNN, 
ESPN, USA, and WTBS cable 
networks will be included in the 
promotional push. The commercials 
will emphasize both the educational 


value and the fun features of TI‘s 
learning aids. 

Palmtex, Easter City, CA, has a 
spot TV program planned for the 
major markets to support its line of 
10 palm-sized games by Nintendo. 
The company will be using its 
version of Donkey Kong as an eye 
catcher for the line, and a 30-second 
commercial will emphasize the 
mobility and fun of the units as an 


extension of the home video game 
craze. 

Consumer print ads, and local ads 
in major newspapers tying in with 
major retailers in the area are 
planned by the company. The print 
ads will tag local dealers, and 
counter displays and a co-op 
advertising program will be avail¬ 
able from the company. 

A fourth-quarter cash rebate of 


$5.20 is part of the promotional 
effort planned by Bandai America, 
Allendale, NJ, for its two solar 
powered games, Invaders of the 
Mummy’s Tomb and Escape From 
the Devil’s Doom. 

Thirty-second commercials, play¬ 
ing up the battery-free operation of 
these games and the cash rebate 
offer, will be seen on spot TV in 
Continued on Page 16 
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is a registered trademark of Wico 


Circle No. 72 on product card 


LEISURE TIME ELECTRONICS. September 1982 15 










Promotions to vie for video game sales 






Now for your 
ATARI* 

Video Computer System... 


Line art like this will be avail¬ 
able from Games By Apollo. 


Activision’s Pitfall will receive 
heavy promotion, including this 
TV commercial. 


Underwater 

Tferror! 


. . in Shark Attack*a terrifying 
new treasure hunt game by 
Apollo. Elude the menacing 
sharks.avoid the ferocious 
Loch Ness monster, claim 
the glittering treasure. 

The dangers of the 
deep make Shark Attack 
an irresistible challenge that 
will keep you up nights! 

Apollo's Space Cavern;*' 
Racquetbali;- Space- 
chase.'" Lost Luggage’" 
and Skeet Shoot * 
are also now available 
at your favorite store. 

GAMES BY APOLLO, INC. 

Alan* and Video Comou'ei Sysiem" 
are trademark * of Atari, *nc 


Continued from Page 15 

major markets during December. 

GCE will be running 30-second 
commercials in the early, late, and 
fringe hours on TV during the 
fourth quarter for its line of game 
watches and calculators. 

“Entertaining New Ideas’* will be 
the theme of the five ads. Each 
commercial will feature one of the 
game units and demonstrate all of 
its play features and additional 
functions. 

Coleco’s portable versions of the 
arcade games Pac-Man, Galaxian, 
Donkey Kong, and Frogger will be 
promoted with TV commercials 
featuring Mr. Arcade. The games 


retailers give their clerks the time to 
learn the features of the different 
games and hardware. Michael Katz, 
Coleco vice president of communica¬ 
tions, says dealers should take ad¬ 
vantage of co-op money and adver¬ 
tise heavily in newspapers through¬ 
out the fourth quarter. 

Ron Evans, marketing com¬ 
munications manager for U.S. 
Games, says retailers should work 
now for the recognition that will 
turn into Christmas sales. 

“Dealers should try starting as 
early as September to develop a 
reputation as the video game 
headquarters in their area. Build 
consumer confidence and get cus¬ 
tomers used to the idea that your 
store is the place to go for the 
games.” That, more than anything, 
Evans says, will bring in the sales 
everyone is looking for in the fourth 
quarter. ■ 


Atari helps 

SUNNYVALE, CA—Coin-operated 
video games and life-sized game 
characters joined Special Olympics 
for the first time in June when 
Atari,. Inc., took part in the Calif¬ 
ornia State Special Olympics. 

The event was held on the campus 
of the University of California at 
Los Angeles (UCLA). Atari’s Dig- 
Dug and Pac-Man were among the 
video game characters which 
marched in the opening parade for 
the athletes held in the school’s 
Drake Stadium. 

Atari employees worked closely 
with the athletes throughout the 
four days of competition, showing 
the participants how to master the 
company’s video games. Matthew 
Laborteaux, Albert Ingalls on NBC’s 
Little House On The Prairie, also 
spent time at the Atari booth, help- 


[Retailers should] "develop a reputa¬ 
tion as the game headquarters in their 
area."—Ron Evans, U.S. Games 


Mattel will use George Plimpton as spokesman in this comparative 
TV ad for Intellivision’s Major League Baseball game cartridge. 


Ads for Coleco’s ColecoVision will compare the system’s features 
with games found in video game arcades. 


This three-page print ad for Imagic introduces players to the 
company’s cartridges for the Atari and Intellivision. 


Olympics 


recommends the retailer should “use 
national promotional materials to tie 
in with the dealer’s own promotion¬ 
al efforts. Try to tie in your 
promotions with some local event” 
to create product awareness and 
recognition, she says. 

GCE’s marketing manager Hope 
Neiman says it is “important for 
retailers to get consumers to come 
in and compare the products. They 
should use their own advertising to 
encourage customers to come in the 
store and look at the games.” 

David Travis, national sales 
manager for Arcadia, suggests 


will be presented as realistic home 
versions of the actual games found 
in video arcades. 

Two commercials are slated to 
run on TV, while line art to be 
available to dealers will feature all 
four games. 

The company will also be doing 
a limited amount of spot TV 
advertising for its line of electronic 
learning aids. 

Mattel’s line of Action Arcade 
games will be supported on national 
and spot TV, as well as with an 
in-store demonstrator for all six 
games in the line. The company’s 
newly introduced electronic drums, 
Synsonics Drums, will be pushed 
through a combination of television 


promotions can give electronic 
games dealers a perspective of what 
is being done to help move the 
products in his store. His own 
promotional efforts, and how he ties 
those in with the manufacturers’ 
efforts, will, in the long run, have 
the greatest bearing on his fourth- 
quarter sales. 

“The key to movement in this 
category is for the retailers to tie in 
with the manufacturer’s consumer 
advertising,” contends Dan Oak¬ 
land, marketing manager for Parker 
Brothers’ video game cartridges. 
He urges dealers to “take advant¬ 
age of every co-op program and line 
art available from the manufac¬ 
turers.” 

Nancy Friederich, manager of 
marketing services for Odyssey 2, 


ing the young athletes play. 

A donation of $2,500 was pre¬ 
sented to the Special Olympics 
Committee by Don Osborne, vice 
president of Atari’s coin video divi¬ 
sion during the Special Olympics 
competition. 


and FM radio advertisements. 

Drummers Buddy Rich and Nigel 
Olson will each be featured in a 
30-second commercial demonstrat¬ 
ing the play features of Synsonics 
Drums. A coupon contained in each 
set of drums will offer purchasers a 
free set of drumsticks from Mattel. 

Knowing what the manufacturers 
will be doing for fourth quarter 


This youngster was one of many 
to play with Atari video games 
at the Special Olympics at UCLA. 
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AudioSource to enter handheld game market 


FOSTER CITY, CA—Audio- 
Source, manufacturer of records, 
speakers, and cartridges, has an¬ 
nounced a decision to enter the 
handheld game market with eight 
palm-sized LCD games. 

The games, to be supplied by the 
30-year-old Japanese toy manufac¬ 


turer Masudaya, will be marketed 
in the U.S. under the name Thumb 
Games. 

Bruce Hamilton, sales admini¬ 
strator for AudioSource, says the 
games will “broaden our distribu¬ 
tion into toy and related areas that 
are new to us, and at the same time 


they will fit into our present distri¬ 
bution system. We believe they will 
be highly saleable in record stores 
and similar outlets that carry our 
records and speakers for Walkman- 
tape systems.” 

Hamilton describes the company’s 
planned initial offerings in the elec¬ 


tronic games market as “slightly 
more abstract and with more ran¬ 
dom features” than most of the 
similar handheld games already 
available at retail. 

Each of the AudioSource game 
units will reportedly feature two 
games. 



THE WIZARD AND THE KEYBOARD WIU 
WORK WIZARDRY IN THE MARKETPLACE. 




The [Vizard of Odyssey is Odyssey?'s new 
spokesman. He's the video game authority—fun to 
watch, persuasive, easy to listen to—and virtually guar¬ 
anteed to cut through the competitive video game 
clutter. You'll be seeing him everywhere—on TV, in 
magazines, at the point of sale and in special promo¬ 
tions across the country. 

bach ad and commercial in which the Wizard 
appears will end with Odyssey 2 's theme line, which 
sums up our competitive advantage—THE KEYBOARD 

IS THE KEY TO 
GREATER CHALLEHQE. 
The Wizard 

will introduce America 
to The Voice, 


Odyssey 2 's innovative new module. It's the only voice 
module that actually repeats any word the player types 
into the keyboard. And though it has its own special 
series of cartridges, the system can still play all 
regular Odyssey 2 games. 

The Wizard will also tell families about the 
super-challenging Master Strategy Seriesavailable 
only from Odyssey} with its intriguing strategy 
game boards. 

So watch for 
the Wizard. You'll be 
delighted at the 
effect his keyboard 
has on your cash 
register. 


1982 NAP CONSUME R ELECTRONICS CORP 
A NORTH AMERICAN »H'UPS COMPANY 


The keyboard is the key to greater challenge. 


Circle No. 10 on product card 
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Electronic Games 



Sagball is available in two different stylings. 

Reja has Sagball combo 


WINSTON-SALEM, NC—Reja In¬ 
ternational, Inc., is now offering 
Sagball from Sakitron of Japan. 

This combination game, clock, 
and calculator is available in both 
child and adult styling, and features 
a distortion-free game screen, ac¬ 
cording to the manufacturer. 

Sagball is described as soccer/ 
rugby game with two skill levels. A 
fire button controls movement of 
the game ball, while left and right 
control buttons govern the move¬ 
ment of players on the game screen. 

The game can be played in one or 
two player modes. In the single 


player mode, the player challenges 
the game computer. Tw r o players 
can compete against each other by 
connecting tw'O of the Sagball units 
with a specially designed game 
cable. 

Sagball’s computer is a full- 
function calculator featuring a 
memory key. The clock gives time 
display in hours, minutes, and 
seconds at the push of a button. 

Manufacturer's suggested retail 
price for Sagball is $39.95. 

Sagball—Circle No. 186 on 
product card 


Game joystick, new cartridge 
added to the Spectravision line 


NEW YORK — Spectravision adds a 
joystick controller and cartridge to 
its line of video game products. 

The company’s Quick Shot joy¬ 
stick controller plugs directly into 
the Atari 2600 VCS, the Atari 400 
and 800 home computers, and the 
VIC 20 from Commodore. 

The black joystick features a con¬ 
tour grip, red fire buttons situated 
on the top of the joystick and at the 
side of the unit, and suction cups at 
its bottom for stationary play. 

Spectravision’s Quick Shot car¬ 
ries a manufacturer’s suggested re¬ 
tail price of $13.95. 

Also new from the company is 
The Challenge of Nexar, the sixth of 
its cartridges for the Atari 2600. 

The player in this game starts out 
as a cadet at the entrance of a space 
warp. The task confronting him is to 
successfully destroy radioactive 
beacons and the flying saucers 
guarding them as he strives to reach 
the rank of Spectra-Warrior. 

In order to earn that title, how¬ 
ever, the player must successfully 
destroy the beacons at each of 99 
levels of play. Armed and guarded 



Quick Shot joystick 


by a protective shield, his task is 
also a race against time as the game 
clock limits the time he can spend at 
each level. Bonus sheilds are award¬ 
ed for every 10,000 points. 

Quick Shot—Circle No. 185 on 
product card 

The Challenge of Nexar—Circle 
No. 187 


Astrocade unveils three 


COLUMBUS, OH — Astrocade is 
offering three new' video game 
cartridges for use with the Astro¬ 
cade home video game. 

Leading the list of new' games is 
Conan, an action adventure game 
which the manufacturer has licen¬ 
sed from the Conan Licensing 
Company. According to the manu¬ 
facturer, Conan combines game¬ 
playing strategy with fast action, 
and it is playable in “real time” 
which Astrocade says lets the player 
get totally involved with the game 
action without having to stop to type 
in new instructions. 

Astrocade’s new Bowling video 
game cartridge puts players inside a 
real bow'ling alley setting where 
they can aim the ball, control hooks, 
and follow pin action as the ball 
strikes the pins accompanied by 
realistic sound effects, according to 
the maker. A game variation called 
“flash bowling” lets players rack 
up bonus points by rolling the ball 
over a moving dot. 

A third new' Astrocade game. 


Artillery Duel, begins with the 
sound of drums as the players’ 
squads march onto the TV screen to 
take up their positions on opposite 
mountains. Once their guns are in 
place, the players must shoot the 
opponent’s gun emplacement off 
his mountain before he can destroy 
yours. 

A battle display, which show's 
gun barrel angle, powder charge, 
and wind conditions, adds to the 
complexity of the game. 

Artillery Duel will be available in 
the fall at a suggested retail price of 
$34.95. Bowling, also available this 
fall, carries a suggested retail price 
of $29.95. 

Conan will also be ready for 
shipment in the fall and will be 
promoted through tie-ins with the 
Universal release Conan the Bar¬ 
barian. 

Conan—Circle No. 155 on prod¬ 
uct card 

Bowling—Circle No. 156 
Artillery Duel—Circle No. 157 




Artillery Duel is one of three new cartidges for Astrocade. 


Storage unit holds 
8 game cartridges 

CAMBRIDGE, MA—Dynasound in¬ 
troduces its Game Keeper, a 
compact game storage unit which 
the manufacturer says was de¬ 
signed for maximum flexibility and 
minimum shelf space. 

The Game Keeper has storage 
capability for eight Atari, Odyssey 
2, and Activision games, and with a 
simple flip of a switch can be 
converted to hold 10 Intellivision 
game cartridges. 

A separate compartment for 
storage of game instruction booklets 
is also featured. 

The Game Keeper can be wall 
mounted or stacked. Manufacturer’s 
suggested price is $4.99. 

Game Keeper—Circle No. 150 
on product card 



NEW TITLE: Games By Apollo, 
Richardson TX, has changed the 
name of its game Lockjaw to 
Shark Attack. The game features 
a diver threatened by sharks while 
retrieving diamonds from a ship¬ 
wrecked area. The name change 
was the result of a mutual agree¬ 
ment between Games by Apollo, , 
Universal City Studios, and MCA 
to avoid confusion of the game 
with the Universal films Jaws 
and Jaws II.—Circle No. 162 on 
product card 
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This is no time to hove 



WE PUT YOU IN THE GAME 


7s o 
m m 

-< , 


Atari * and Video Computer System™ are trademarks of Atari, Inc. 

Also tot use with the Seats Tele-Games ' 1 Video Arcode™ Tele-Games * and Video Arcade™ ore trademarks ot Sears, Roebuck & Co 


your video game stock 


Look, there on your shelves, do you see all ten ot 
these frankly amazing Activision * games? Games 
that, we might add, made video game history. If you 
don't see each and every one of these games, you're 
looking at a "gaping hole',' and there'll never be a 
better time to fill it. Because these are the games 
that game lovers are going to be asking for. 
Clamoring for. Maybe even pleading for. And a 
"gaping hole" isn't exactly the right answer to have. 

The right answers are the ten games Activision * 
will be featuring in new national advertising 
beginning September 2nd. We're out to make an 
impression on your customers and you know that 
when Activision * sets out to make an impression, 
that's exactly what we do. This time it will be over 
200,000,000 gross consumer impressions. 

If that sounds convincing to you just wait 'til you 
see the effect it has on your front door. Call your 
Activision’ Sales Representative and fill those 
"gaping holes" with ten of the Activision p games 
that made video game history, because you know 
what they say: History repeats itself. 


For use with the Atari’ Video Computer System* 


©1982 Activision Inc 


Circle No. 11 on product card 








Strong growth projected for cameras 

C Cover Story^) 


Continued from Page 1 
ticket, are capable of generating 25 
to 30 point margins. The shortfall 
for these merchants is the need to 
actively demonstrate the product. 
With hand holding usually a 
necessity, mass merchants need to 
capitalize on all their merchandising 
expertise to realize success. 

Traditional photography shops 
are another avenue of distribution 
available to manufacturers. Already 
used to dealing quite closely with 
their clientele, these stores are 
finding it is not that difficult to step 
a customer up to a video camera. 
While price is a drawback initially 
(camera prices range between $800 
and 51,500 at retail), when amor¬ 
tized over the course of several 
months, the hobbyist saves money in 
the long run by opting for the video 
camera over a traditional 8mm 
movie camera. 




Quasar’s Newvicon camera features auto focus (Circle No. 258 on 
product card). Zenith’s VC1200 (right) has an electronic viewfinder 
and a record/review function (Circle No. 259 on product card). 


they [introduce the unit],” cries 
Adams. [Manufacturers] are going 
to lose their [tails]. There’s no room 
in the marketplace. There’s no room 
for the technology. And if they go 
changing formats they’re going to 
fall flat on their faces.” Fortu¬ 
nately. Adams, and other retailers 
surveyed, say consumers for the 
most part have little idea of stand¬ 
ardization efforts currently under¬ 
way overseas and sales continue at 
a brisk pace. In fact, through Week 
30, manufacturers’ sales to dealers 
for video cameras reached 160,053 
units, an increase of 83.6 percent 
over the same period last year. 

While inventories continue to 
escalate in the VCR market, the 
exact opposite seems to be the rule 


ship about $5.5 million worth of 
camcorders in that year. However, 
the report cautions that “this seg¬ 
ment won’t begin to make itself felt 
until 1986 but nonetheless will kill 
off the traditional 8mm film mar¬ 
ket.” 


"If they go changing formats they're 
going to fall flat on their faces." 
—Harry Adams, Harry's Videomart 



videotape, as little as six hours of 
recording time might be all that is 
necessary to pay off the higher cost 
of the VCR and camera.” 1RD 
continues, “The camcorder will do 
for consumer video what the Insta- 
matic did for amateur photography. 
People loved the ease of use the 
drop-in cartridges gave them, and a 
cassette certainly fills that require¬ 
ment. Plus, people love to see 
themselves on TV, and the cam¬ 
corder will afford them that luxury 
for about the same effort needed in 
shooting Polaroids.’’ 

Camcorder A Disaster? 

That rosy scenario is tempered by 
the opinion of Harry Adams, owner 
of Harry’s Videomart, Cucamonga, 
CA. Comprised of three retail op¬ 
erations (two in California, one in 
Oregon), Harry’s Videomart also 
has a wholesale arm. Together, 
Harry’s Videomart business ac¬ 
counts for a little more than Vi of 
one percent of annual video camera 
sales in this country, claims Adams. 
His view of the potential impact of 
the camcorder is somewhat less 
optimistic. In fact, Adams believes 
the camcorder spells disaster for the 
industry. “God help the industry if 


The Big Question 

The question mark hovering over 
the category is cast by the potential 
impact of the camcorder, self-con¬ 
tained lightweight combination 
VCR/camera units. As usual, there 
arc two schools of thought. The First 
is expressed in a new report from 
International Resource Develop¬ 
ment. Norwalk, CT. Entitled Video 
Market Opportunities, the study 
holds that by 1992. wholesalers will 


Sales of VCRs are also expected 
to drop as camcorders come into 
vogue, says the market research 
house, dropping to $800 million in 
’92 after peaking at better than 
$2.5 billion later in the ’80s. The 
study warns that “if the introduc¬ 
tion of camcorders, w'ith their sub- 
$1,000 price tags, is not delayed for 
a sufficient period of time, they may 
replace VHS and Beta before manu¬ 
facturers have reaped the benefits 
of their investments.” 


"The camcorder will do for consumer 
video what the Instamatic did for 
photography."— IRD 


• “Custom Fits' 21 Models of the 
Most Popular Portable Recorders 

• Weather Proof Cordura" Nylon 

• Internal “Shock Proof” Padding 

• Also Video Camera Bags 

KIWI 

1030 E 30th Street H.aleah, Florida 33013 
‘3051 835-8228 

TOLL-FPEE (800> 327-7524 

NAME_ 

ADDRESS_ 

CITY/STATE/ZIP_ 

Circle No. 46 on product card 


Indicative of the lightweight, easy to use color cameras on the 
market are Akai’s VC-X2 fully automatic model (Circle No. 260 on 
product card) and, on the right, GE’s Model 1CVC203OE with a fast 
FI .4 macro lens (Circle No. 261 on product card). 


KIWI 

VIDEO PROTECTION BAGS 


IRD projects VCR sales in ’82 will 
account for roughly 5200 million this 
year (at wholesale), adding that 20 
to 25 percent of all VCR sales are 
portables. Camcorders growing out 
of today’s technology will include 
solid-state image sensors (replacing 
the standard camera tube) and 
multifunction integrated circuits 
that will make possible a single 
lightweight unit not much bigger 
than today’s video camera alone. 
IRD asserts, “Given the rising costs 
of film and the falling prices of 


for video cameras, with dealers 
reporting shortages in some in¬ 
stances of popular models. Accord¬ 
ing to industry participants, the 
bulk of camera sales fall in the $800 
to 51,500 price range. While that 
ticket is particularly high in light of 
recent VCR models becoming avail- 



Magnavox’ Model 8249 has an 
electronic viewfinder with 6X 
power zoom—Circle No. 262 on 
product card 

able for less than $500 at retail, 
observers say the type of consumer 
w ho purchases a video camera is not 
likely to feel burdened by such a 
price point. They note that closeout 
models of color and black and w hite 
cameras fill the void for the middle- 
class purchaser who just barely 
scraped together enough cash to 
buy the VCR. 

The jury is still out as to whether 
price erosion is on the horizon for 
video cameras as well. Some manu¬ 
facturers. like Jerry Astor. Akai 
America Ltd.’s director of video 
marketing, feel price erosion is very 
likely in the near future. Others, 
like Sony Corp. of America's Hido 
Kubota find that “most consumers 
who are looking at a color video 
camera priced anywhere from $800 
to $1,500 don’t mind paying more 
in order to get better picture qual¬ 
ity.” The product manager at 
Sony’s Consumer Products Co. as¬ 
serts “people will look for quality. 
The price will stay the same next 
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ABC uses Now you’ll use 

Canon broadcast optics new Canon Accu-Vision 
for big programming. for big profits. 





Canon's advanced broadcast optical 
equipment has helped bring you your 
favorite TV shows for years. Now 
Canon video expertise comes home 
with new Canon Accu-Vision portable 
video. Which means precise, vivid pictures for 
your customers and big profits for you. 

Because Canon precision optics and 
components combine to produce pictures that 
look broadcast quality. 

The lightweight (5V2 lbs.) Canon VC-10A 
color video camera, for example, has Canon’s 
computer-designed 11mm to 70mm f/1.4 
power zoom lens and a pickup tube similar 
to those used in broadcast cameras. Other 
features include Canons exclusive SST 
automatic focusing system and a unique 
character generator and stopwatch display 
that can title or time images right in the 
camera. 

The Canon VR-10A portable video 
cassette recorder is state-of-the-art and 

Warning' Off-ar recording of copyrighted programming Dy a video cassette recorder has Deer, held copyi ig'it 
infringement py the U.5. 9th Circuit Court of Appeals, which ruling is currently on appeal to the U.S. Supreme Court. 


VHS 


Canon* 

Accu-Vision" 

The clear advance in portable video 

Circle No. 13 on product card 


% _ JS| 

weighs only 8 lbs. 6 oz. with its battery. It plays a single 
VHS tape up to eight hours. The VT-1OA tuner/timer can 
be programmed up to two weeks in advance, contains a 
built-in recharger for the battery, and comes with the 
WL-10A sixteen-function wireless remote control for the deck. 

Extensive advertising will announce Canon Accu-Vision 
to the nation’s best buying prospects. Thus, fourteen top 
magazines—including time, playboy and sports illustrated— 
will carry Accu-Vision print ads beginning in late 

September. Additionally, a strong point-of- 
purchase program, including banners, posters 
. and sales training aids, will support you on 
‘ the selling floor. 

For more information on Canon 
Accu-Vision. contact Canon U.S.A., Inc., 

One Canon Plaza. Lake Success, NY 11042. 












Strong video camera sales projected 


"I'm more interested in benefits than 
features for our customers." 

—Brice Hendricks, Brice Audio Video 


Continued from Page 22 
year. A lot of manufacturers, are 
cutting prices on their older cam¬ 
eras, ” but have no plans to drop 
their prices drastically. 

Features play a role in aiding the 
sale of video cameras and consum¬ 
ers today are looking for a number 
of them when it comes time to buy. 
However, there are those who feel 
features available today are no more 
than gimmickry. Brice Hendricks, 
owner of the 2100-sq. ft. Brice 
Audio Video store in San Antonio, 
TX, says the new automatic focus 


cameras, for example, may prove 
to be something that is marketable, 
but I’m not too sure that it’s a real 
benefit to the customer as much as 
it is a feature in order to help sell it. 
And I’m more interested in benefits 
than features for our customers.” 


Akai’s Astor says the most impor¬ 
tant part of the camera is the type of 
tube and its capabilities. “Reverse 
polarity, special effects, character 
generators are not being sought by 
the consumer, they are being thrust 
upon him,” says Astor. 


And while retailers report con¬ 
sumers are easily turned on to the 
units and are sometimes knowl¬ 
edgeable about the market, they 
more often than not do not know 
which camera is right for them. 
Says Harry Adams. “We think it’s 
essential that you have an electronic 
viewfinder for two reasons. First, 
you’re actually seeing what you’re 
shooting. Second, it gives you the 
ability to play back your picture in 
your viewfinder so you can see 
instantly whether your shot is as it 
should be. Zoom lenses, auto focus, 







Attractive Counter Display 
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Space Saving 

Merchandising 

Programs 


THE ACCESSORY PEOPLE Consumer Oriented Accessories for Video, Audio. Telephone and CB 

P.O. Box 466 / Oklahoma City, Oklahoma 73101 / 405/525-7535 / TWX 25-910-831-3357+ / Toll-free (800) 654-8483 


Easy to Install 


JASCO offers the only complete Video Merchandising 
Program that Sells Through at retail with a minimum of 
sales personnel support. CHECK THE FACTS: 

FACT 1. FREE 16 PAGE BROCHURE: A complete, 
fully illustrated, consumer oriented booklet that tells your 
customer everything he needs to know about virtually all 
types of Home Video Installations and the required 
accessories. This brochure will increase both your video 
accessory and hardware sales. It’s the key to selling Home 
Video, and the competition doesn’t even come close. 

FACT 2. JASCO’S VIDEO MASTER CONTROL CENTER 
Superior to the competition in Features and Price. 3 out¬ 
puts; TV 1,TV2 and VCR from any combination of 6 
source inputs. Packaged in colorfully illustrated pop-up 
display carton. Price $49.95 suggested retail with full 
profit margins. 

FACT 3. JASCO’S VIDEO ACCESSORY PACKAGING 
No one does it for the consumer like Jasco! Your customer 
receives all the information he needs to select the right 
accessory. Bright, colorful impulse design on front— 
but the best is on the back! Complete, fully illustrated 
individual selling features and instructions on each item. 


BBfiBfl 

• mi * * * 




FACT 4. NO-GUESS-WORK PRODUCT SELECTION: 
Jasco’s carefully researched product selection provides 
you with only the most popular accessories. You’ll capture 
over 95% of today’s Video Accessory Market with a min¬ 
imum of inventory in a minimum of space. 

CHECK OUR FACTS AGAINST THEIR CLAIMS- 
NOBODY SELLS VIDEO ACCESSORIES . . . WHERE IT 
COUNTS . . . AT RETAIL, LIKE JASCO! 


Call your local Jasco Rep or call Jasco Toll-free at 
1-800-654-8483 today 
for complete catalog 
and details. 


Circle No. 52 on product card 



Sharp’s QC-50 color video cam¬ 
era—Circle No. 263 on product 
card 



Philco’s VCC099 video camera 
unit—Circle No. 264 on product 
card 



Sylvania’s VCC114 video camera 
unit—Circle No. 265 on product 
card 


we don’t really like; they have a 
tendency to jump around. Although 
auto focus is desirable for outdoor 
and other types of shooting. We sell 
a lot of industrial cameras because 
the C-mount lens is nice. That lets 
the customer use a 2X extender, so 
industrial cameras with C-mount 
lenses have some advantages. Auto¬ 
matic iris is a necessity, macro 
capability very, very desirable and 
low-light capability is important,” 
says Videomart’s owner. 

Adams says he carries cameras 
from a diverse group of manufac- 
Continued on Page 26 







































"If your portable video recorder doesn’t have 
all this technology, don’t blame Panasonic.” 




This new Panasonic VHS™system with new 
microprocessor technology can do just about 
everything. Outdoors, it’s the world’s lightest, 
smallest VHS video recorder. At home, you can 
record 8 hours of TV on a new Panasonic cassette. 
And that’s just the 
beginning for the 
new Omnivision® 

PV-5500 and 
PK-956 video 
camera. 


The world’s lightest 
VHS video recorder. 

It’s 37% lighter than any other 
Panasonic portable VHS. That’s 
light and small enough to take to 
picnics, little league games, vacations 
And its rechargeable battery lets you record 
for up to 100 minutes on one charge. 


The camera focuses automatically 
with infrared technology. 

You can focus the PK-956 with your eyes closed. Using 
an infrared beam and microprocessor technology, 
it focuses in a split second. But that’s not all. 

It adjusts the exposure and sound automatically. 
Has instant replay. There’s even a character 
generator, so you can title your favorite scenes. 




8 hours of recording. 

With a new Panasonic cassette you can 
record 8 hours of TV. And when you’re not 
home it can be programmed to auto¬ 
matically record 4 different shows over 2 
weeks. It even has slow motion, high 
speed, freeze frame and Omnisearch. 


WARNING: One federal court has held that 
recording copyrighted TV programs is infringement. 
Such programs should not be recorded. 

Simulated TV picture. TV picture courtesy of NASA. 


Panasonic 

just slightly ahead of our time. 


The camera works in low light. 

An ordinary video 
camera can’t hold 
c. candle to this 
Panasonic. Because 
it has a light-sensitive 
tube. Plus circuitry 
that electronically 
brightens the picture. 
And a fast f 1.4 
macro/zoom lens. 


Circle No. 15 on product card 



























Demonstration key to selling cameras 


“Nobody comes in looking for a 
camera and leaves empty handed." 
—Harry Adams, Harry's Videomart 


Continued from Page 24 
(urers, including Panasonic, Mag- 
navox, GE, Quasar, Sony, Toshiba, 
JVC (though he’s dropped this 
line), RCA, and Hitachi. 

“We do the business we do 
because we carry the range,” 
reasons Adams. “We do sound out 
the customer and find out what he 
wants.” Adams reports, “My 
stores are very plush. They’ve got 
$30-a-yard carpeting on the floor, 
cut-fit redwood on the walls, and a 
lot of plants; very expensive. In our 
Upland [CA] store there’s about 


$80,000 in decor packaging. I’m not 
talking about inventory and demon¬ 
strators. In one row there are about 
14 cameras on tripods and dollies 
and they’re lined up along indiv¬ 
idual porta packs. We demonstrate 
regular VCRs on a row of 12 


25-inch, 330-line resolution tele¬ 
vision sets. In front of each 
television is a high-backed velvet 
chair and a stand with two VCRs on 
it. The customer sits down in a 
comfortable chair and we demon¬ 
strate an individual VCR with him 


on a 25-inch 330-line TV. With the 
cameras we do the same thing, only 
we use a 19- or 21-inch Sony. We 
can show you all the different 
capabilities of the cameras.” 

Adams continues, “We’re very 
low key. I don’t like high pressure. I 
go to a store and I know how I like to 
be treated. I treat people in my 
stores, and my salesmen better 
damn well do it or they’re gone, the 
way I like to be treated. We’re not a 
high-pressure house. I’m not a 
NY-schlock operator. I’m not a 
camera store that’s also selling 
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Our Products 
Don’t Waste Time or Money. 


They Solve 
Problems. 


IVAC.f cNMANCFR 


SWITCHER 


SO 


. • J 


Easily improve recording, play¬ 
back, viewing and listening capa¬ 
bilities with the help of Showtime 
Video Ventures signal processors. 

Generation loss becomes a 
thing of the past. Your dark movies 
become brighter; switching be¬ 
tween incoming signals and 
recordings is a cinch. Correct 
washed-out images and color 
errors. Eliminate picture rolling or 
tearing. Improve the image densi¬ 
ty and clarity of your video games 
and home computer displays as 
well as the rest of your home 


entertainment system. Connect 
your high quality audio system to 
your now sharper video pictures. 
Even improve satellite signals. 

Showtime prides itself on its 
ability to set the pace for the con¬ 
sumer market in audio and video 
signal processors. We, too, are 
video users and know exactly 
what you’ll be up against even 
before you do. And, we’ll continue 
to respond with the technical 
excellence and performance engi¬ 
neering that have become our 
trademarks. 


So no matter what video, 
audio or RF problems you have 
that need to be solved, turn on to 
Showtime Video Ventures. The 
Source for more award-winning 
video processors, accessories 
and components than any other 
maker. 


Call us toll-free at 1-800-547-8821. or visit your local authorized Showtime dealer for 
a hands-on demonstration. Or, send $1 for our latest illustrated catalog to: 

Showtime Video Ventures, 2715 Fifth Street, Tillamook, Oregon 97141. 


For the people who use 
video 

From the people who use 
video 


Circle No. 16 on product card 



RCA’s CC015 has ultra-sonic 
auto focus, with 6x1 F:14 zoom 
lens and Quick Review. Circle 
No. 283 on product card 



Sanyo’s VSC450 color video 
sound camera. Circle No. 284 
on product card 



Magnavox’ Model 8269 is a full 
function portable with built-in 
VCR remote control and New- 
Vicon pick-up tube. Circle No. 
285 on product card. 

video. We’re a video specialty 
house that’s been at this for six 
years.” 

Demonstration is the key to the 
sale and Adams says his staff is not 
disinclined to spend a few hours 
with a potential customer, adding 
“Nobody comes into my store 
looking for a video camera and 
walks out empty handed.” Peter 
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"Cameras are shown to the worst as 
opposed to the best possible advan¬ 
tage."—Jerry Astor, Akai 


Schindo, national sales manager, 
consumer video division, Panasonic 
Corp., suggests retailers with less 
wherewithal can easily get by wdth 
one or tw r o cameras in stock. “Select 
one or tw f o cameras that you can 
successfully sell,” he advises. “I 
walk into a store where there are 
two dozen cameras displayed and 
I’m confused and I’m in the 
business. I can just imagine what a 
consumer is thinking to himself. 
Secondly, set up studio lighting in 
an enclosed room that you can lock 
so that you’re not competing with 
someone else w'ho has some 
information different from you or 
who has different interests. Then 
immediately place him or his wife 
and children under the lights.’’ As 
Schindo has had it explained to him 
by some of his dealers, no husband 



Canon’s Camera/Portable 
combination. Circle No. 277 on 
product card 


viewing his wife’s image played 
back on a television is going to say 
she looks bad. Family involvement 
is a sure way to generate interest. 
Observers note that the 8mm film 
market was and is spearheaded by 
the owner’s desire to chronicle 
family events. Video cameras do it 
much more effectively and eco¬ 
nomically. 

There are some cautions to be 
observed, notes Akai’s Astor. 
“Cameras are shown to the worst as 



JVC’s GX-88 color sound video 
camera. Circle No. 278 on 
product card 


opposed to the best possible 
advantage. Consider, if you will, 
that most cameras are placed on 
tripods in some dim, dark, inaccess¬ 
ible reach of the showroom. You are 
asked to point at some object. 
Generally speaking there is no 
object to point to so you shoot under 
ambient light conditions, w'hich are 
poor. Not infrequently, the object 
you are shooting at is back lit 
because the storefront’s a street 
and there are large bay w indows; so 



Pentax’ Color Video Camera PC- 
K003A. Circle No. 279 on product 
card 


the result is anything but satisfying. 

“Cameras can be used to the best 
possible advantage if the lighting 
conditions are controlled. Too 
often,’’ says Astor, “dealers don’t 
set up stages or staging areas where 
the cameras can operate to the best 
possible advantage. A small stage, 
conveniently placed, can become a 
prop against which a wife or man’s 
children can be posed. It can then 
add an emotional dimension to the 
sale that w'as heretofore lacking. 
Too often the camera is sold to the 
head rather than to the heart. The 
man’s palms don’t sweat and his 
heart doesn’t race unless he’s a gad¬ 
get lover. Involving a man’s family 
can turn the trick.” 

At Brice Audio Video, Brice 
Hendricks has his featured camera. 
Continued on Page 28 



Sony’s Marine Pack for under¬ 
water shooting. Circle No. 280 
on product card 
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Once more, JVC puts 
its reputation on tne line. 
The Full Line. 


Make the best. That’s been the JVC way ever 
since they first originated VHS video tape. 

And now JVC is introducing the best of it all. 
A full line of the best JVC VHS video tapes 
money can buy in standard and high grade 
including T-160, JVC’s new 8 hr. video tape. JVC 
also offers a full line of professional VHS tape. 


What’s more, JVC is launching a strong 
consumer advertising campaign to help you sell. 

This season put prime 1% J'fi' 

manufacturing quality of I 

JVC to work for you. jvcTSTpanTof^ica 

Carry the full line of VHS Home Entertainment Division 

• , J . 41 Slater Drive. Elmwood Park. NJ 07407 

Video tapes. JVC CANADA INC.. Scarborough. Ont. 


VHS 
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With more than 1000 exhibitors 
and over 65,000 attendees, the 
1983 Winter CES in Las Vfegas. 
utilizing more than 600,000 net 
square feet of space, promises 
to be the largest total winter 
consumer electronics market¬ 
place ever 

thousands of the 
newest consumer electronics 
products and technologies in 
every category: 

Video — Televison—projection, 
small screen, and component— 
Tape and Disc Hardware and 
Software, Satellite Earth Sta¬ 
tions, Computers, and Games; 
Audio— Components, Com¬ 
pacts, and Portables, Tape Hard¬ 
ware and Software, Car Audio, 
CB and Radios; 


Personal Electronics— 

Calculators, Watches, Tele¬ 
phones and Telephone Devices, 
Accessories, Security Systems, 
and Handheld Games. 

and talk to 

industry leaders about product 
and market innovations and 
trends at the 15 hours of 
“Outlook'83" Conferences 
and Workshops. 

the CES Retail 

Advertising & Promotion Show¬ 
case—the largest collection 
ever assembled of TV radio, 
and print ads and promotional 
materials; the Retail Resource 
Center; the International Visi¬ 
tors Center; the more than 70 
publication and 10 trade associa¬ 
tion exhibits; and many other 
special industry exhibits. 


Hitachi’s VKC2000 Deluxe cam¬ 
era with MOS image sensor. Cir¬ 
cle No. 281 on product card 
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General Electric model 1CVC- 
3035E with character generator. 
Circle No. 282 on product card 


VCR, but I'm not in that ballgame.” 
Instead the chain will take a 
cautious but only profit-oriented 
plunge into the camera arena. 

The Better Buy 

Over the years, Brice Audio 
Video's Hendricks has carried a 
number of different cameras from 
various manufacturers. He feels, 
“Sony is the better buy now— it 
changes as the models change.” 
He’s limited his offering to just the 
one camera today “due to present 
economic conditions.” At the other 
times during his 4.5-year-old busi¬ 
ness, he's carried up to three 
brands. Brice finds the camera sale 
is more difficult to make than a VCR 
sale. But, “There’s not as much 
profit on a VCR. Around 20 percent 
is the best you can expect on a 
camera due to the present market 
conditions around here,” he says. 
“Twenty-five points is the best I 
could make if I sold it for the full 
$1,450 cash. But if you have to pay 
credit card charges, especially 
American Express or something like 
that, I do well to make 20 points on 
Continued on Page 29 


PREREGISTER NOW FOR YOUR FREE CES BADGE AND SCHEDULE OF EVENTS. 

Completed coupon must be received not later than December 1,1982. 


Name 

























Title 

























Firm 

























Street 

























City 













State 



Zip 








Country 


























Mail to; Consumer Electronics Show, Two Illinois Center, Suite 1607 
233 North Michigan Avenue, Chicago, IL 60601 


Check below the classification 
of your business 

1. H Retailer 

2. □ Distributor 

3. n Dept. Chain Store Buyer 

4. C Prem .Catalog Buyer 
5 Manufacturer s Rep 

6. Manufacturer 

7. □ Institutional Buyer 

11. □ Adv. Mktg.:PR Consultant 


12. □ Other 


e 


Produced by the 

Electronic Industries Association 
Consumer Electronics Group 


Video camera sales to reach new highs 


"We're only worried about competing 
with other department stores." 

—Stanley Sindler, Hutzlers 


Continued from Page 27 
the Sony HVC2200, hooked up to a 
projection TV in the video room as 
well as to a 19-inch color TV in the 
showroom. He keeps the video¬ 
room camera running approximate¬ 
ly half the time the store is open so 
passersby can see their image on 
the screen. At other times the 
camera is focused on a giant mirror 
resulting in a wide-angle reversed- 
image effect, says Hendricks. It also 
allows him to view both rooms at the 
same time from his showroom. 

Department stores and mass 


merchants have a choice in position¬ 
ing their camera displays. Report¬ 
edly, some chains promote the 
video cameras in their camera 
departments. Others promote them 
in the camera as well as the 
electronics departments. At Hutz¬ 


lers, Baltimore-based chain of eight 
stores (six stock electronics,) buyer 
Stanley Sindler reports his stores 
will promote the Panasonic and 
RCA cameras he expects to add 
next month only in the electronics 
departments. 


Sindler says, “1 don’t really want 
to compete with the cameras yet. 
It’s high end, buff, and too 
specialized. But we’ll be there by 
the end of October at the latest.” 
Though the bulk of camera sales is 
currently in video specialty oper¬ 
ations. Sindler notes, “We’re only 
worried about what we have to do to 
compete with other department 
stores. 1 frankly don’t worry about 
the discounters and the video 
specialists, because they’re dis¬ 
counters too. You can pick up 
anybody’s ad and read about a $499 
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3M buys 
DiscoVision 
pilot plant 

ST. PAUL. MN—The 3M Optical 
Recording Project has purchased 
the DiscoVision pilot plant in Costa 
Mesa, CA. 

Details of the purchase were not 
disclosed, but according to Llovd A. 
Troeltzsch. manager of the project, 
purchase of the 8.000-square-foot 
facility increases present plant 
clean-room facilities devoted to pro¬ 
prietary 3M processes. It also ena¬ 
bles the company to expand. 


REP OF THE YEAR; Northern 
California’s Bill Haschke Sales 
has been named Rep of the Year 
for Allsop, Inc. Based in Belling¬ 
ham, WA., Allsop manufactures a 
full line of audio and video main¬ 
tenance products, including 
cassette deck cleaners, record 
cleaners and VCR cleaning sys¬ 
tems. Congratulating Haschke 
Sales’ Bill Haschke (center right) 
are, from left to right, Haschke 
sales associate Jerry Overweis- 
er, director of Allsop’s Fidelity 
Accessories Division Ron 
Morgan, and Jeff Heininger, 
Allsop’s national sales manager. 
Allsop 3 is the firm’s new video 
head cleaning system. 


National Video announces 
new franchising agreement 


PORTLAND, OR —National 
Video, Inc., hhas announced that 
it has entered into an agreement 
with One Stop Video, Inc., under 
which One Stop will operate Na¬ 
tional Video franchised software 
rental departments at 67 Fred 
Meyer Shopping Centers in five 

Video camera 

Continued from Page 28 

all the video stuff here.” 

Harry Adams says he doesn’t run 
his business based on points and 
numbers, rather the philosophy at 
Harry's Videomart is to “make the 
deal.” Depending on the customer 
and his or her interests, “the deal” 
can account for a 30 point profit 
margin on a camera or a two point 
gain. Explains Adams, “I looked at 
a ticket here last week. The ticket 
was for $2,400. The camera and the 
recorder together accounted for 
only $110 profit in the two pieces. 
But there was $500 profit on the 
invoice because we sold them a 
battery on which we made $90 
profit. We sold them a camera 


western states. 

Under the agreement, One 
Stop will act as National’s franchise 
in the units, which will be leased 
from Fred Meyer. The first three 
units opened in July, and an addi¬ 
tional three to six units will be 
opening each month in the future. 

sales strong 

extension cable on which we made 
$60. We sold them a tripod and a 
dolly on which we made $90. You 
don’t necessarily get into discus¬ 
sions on margins with cameras. I 
don’t work in the percentage 
business.” 

While Brice Audio Video’s Hend¬ 
ricks finds that most of his camera- 
buying customers are purchasing the 
unit as an add on, Adams finds 
nearly half of his clientele comes in 
and walks out with a complete pack¬ 
age. “People don’t come to buy 
packages in many cases. But they 
end up buying packages and the key 
is qualifying the financial capability 
of the customer,” says the out¬ 
spoken Adams. ■ 



COMMENDATIONS IN ORDER: Chet McMurtie of Advanced Auto¬ 
matic Sales, San Francisco, and Don Osborne, vice president sales 
and marketing at Atari’s Coin-operated Games Division, display 
commendations they received from the San Jose City Council for 
their participation in the city’s Youth Month. Atari presented the city 
with a $2,000 check during the ceremony, matching the amount of 
money raised for the project through the use of Atari’s coin video 
games. 
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Demand the Ultimate 
order Vidsinc today 

K&E INDUSTRIES, INC. 

Post Office Box 13453 
Tallahassee, FL 32308 
(904) 386-5167 


PKTU 


VIDSINC is a fully automatic 
stabilizer that operates in line 
between 2 recorders or 
between a recorder and a 
monitor. 


There are only two fully 
automatic copyguard 
eliminators and video stabilizers 
on the market We have them 
both. Vidsinc and Vidsinc RF 
offer you the ultimate in 
stabilizers. There are no 
adjustments needed for picture 
perfect copies. Simply connect 
the unit and turn it on No 
more picture rolling, flagging or 
snow from copyguarded tapes 
during playback or recording 


Vidsinc RF has all the features 
of the Vidsinc unit plus audio 
and a two-channel RF output. 



RECOTON VIDEO GAME 
ACCESSORIES 

If you're looking for high profits 
and fast turnover sell the new 
Recoton “BEST SELLER” VIDEO 
GAME ACCESSORY PROGRAM 
featuring the latest and most 
popular products for Atari* and 
Intellivision.™ 

We offer the finest UL ap¬ 
proved power adapters, a full line 
of TV game switches and deluxe 
heavy duty wood grain vinyl dust 
covers in a mini display program 
with an attention getting 
Video Game Header. 

Ask your local Recoton “BEST 
SELLERS" distributor for details 
on this outstanding new profit 
program or write: 

RECOTON CORPORATION 
46-23 Crane St., L.I.C., N.Y. 11101 
1-800-223-6009 

" Acan is a regisrered trademark of Alan Inc. 

* v lnu»llivis<or >s a tradetrvark of Mattm Inc. 

nrecoTon 


Circle No. 18 on product card 


Circle No. 19 on product card 
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The Boys of Summer tells the story of the Brooklyn Dodgers. 

The Boys of Summer are 
coming to home video 


NEW YORK—VCA Programs, Inc., 
a Video Corporation of America 
Company, in association with Thorn 
EMI Video Programming Enter¬ 
prises, Inc., will release a feature- 
length production of The Boys of 
Summer . Roger Kahn's classic story 
of the Brooklyn Dodgers, their 
triumphs and individual fates. 

The program, shot on location 
throughout the country, includes a 
visit to the former site of Ebbets 
Field in Brooklyn. VCA Programs 
will handle home video distribution, 
while TEVPE will market the pro¬ 


duction to commercial and pay TV. 

The Boys of Summer visually 
traces the lives of the Brooklyn 
Dodgers from their glory years in 
baseball into the years following 
retirement from active play. The 
teleplay by sports writer Marty Bell 
focuses on the lives of eight players: 
Duke Snyder, Clem Labine, Pee 
Wee Reese, Preacher Roe, Carl 
Erskine, Joe Black, Carl Furillo. 
and Roy Campanella. 

Boys of Summer—Circle No. 156 
on product card 


Sanyo videocassette recorder 
features high-speed search 


COMPTON, CA — Sanyo Electric 1 
has debuted a VCR featuring 
Betascan high-speed search, instant 
freeze frame, and three-day pro¬ 
grammability. 

The fully featured VCR4000 car¬ 
ries a suggested retail price of 
$499.95. 

The unit's feature package in- 



Sanyo’s VCR4000 


eludes a more compact cabinet 
(nearly two inches narrower than 
the firm's VCR4200), a large 
flourescent digital display that 
combines clock, timer, and tape 
counter, and a remote pause 
control. 

Other highlights include three- 
day/one-event preprogramming, 
two-speed operation with quartz- 
locked speed control, miniaturized, 
all-electronic varactor tuner, 12- 
button preset VHF/UHF tuning, 
Betascan in forward and reverse, 
and an advanced noise-canceller, ac¬ 
cording to the manufacturer. 

VCR4000—Circle No. 194 on 
product card 


RCA offers 
five color 
monitors 


NEW YORK—RCA offers five pre¬ 
cision color receivers that can also 
be connected to a variety of video 
products. Each monitor uses an 
infrared remote control. 

The firm reports the increasing 
use of videocassette recorders, 
discs, and video games “has cre¬ 
ated a specific need for high-per¬ 
formance television receivers that 
can also serve as a video monitor to 
enhance the performance and facil¬ 
itate use of the new video prod¬ 
ucts.” 

The new 25-inch Selectavision 
Video Monitors offer a minimum of 
350 lines of luminance resolution. 
The five models, one 19-inch and 
four 25-inch models, range in op¬ 
tional retail price from $729.95 to 
$1,899.95 for an armoire cabinet 
with storage space for other video 
products. Compactness is achieved 
in the 25-inch models by use of a 
shorter picture tube with a 110- 
degree angle of deflection, asserts 
the firm. 

The line of video monitors in¬ 
cludes a provision for two video 
inputs, two stereo audio inputs, a 
video and audio output, an audio to 
hi-fi output (stereo) and external 
speaker jacks, all located on a rear 
control panel. The 17-function infra¬ 
red wireless remote control allows 
the user to select regular broadcast 
or cable channels, as well as to 
select Video 1 or Video 2 program 
playback by addressing channel 91 
(for Video 1) or channel 92 (for 
Video 2) on the keyboard. 

Each monitor offers 127-channel 
multi-band capability since the tun¬ 
er can receive all standard VHF/ 
UHF broadcast channels plus up to 
57 cable channels. A switch allows 
the consumer to choose either regu¬ 
lar broadcast or cable reception with 
direct access to cable channels by 
remote control without a converter, 
except where a local cable company 
requires a special signal descram¬ 
bler. 

Selectavision Monitors—Circle 
No. 161 on product card 


Fisher television has ‘ Wide Surround’ sound 


CHATS WORTH, C A—Fisher Cor¬ 
poration's HT800 television set in¬ 
cludes Wide Surround, a sound 
system utilizing built-in stereo amp¬ 
lifiers and a pair of two-way speak¬ 
er systems for reproduction of 
stereo-recorded videotapes or vi¬ 
deodiscs. 

Retailing for $1,499.95, the new 
model also includes microcomputer- 
controlled quartz PLL digital syn¬ 
thesizer tuning circuitry for accu¬ 
rate tuning, and vertical interval 


reference (VIR) processing “for the 
most precise color reproduction,” 
claims the maker. 

Also featured is 105-channel (in¬ 
cluding CATV) selection that is 
operated bv keyboard entry found 
under the unit’s glass-topped lid. 
Other functions found there include 
up/down channel search, channel 
recall, up/down volume, volume 
mute and power on/off. Addition¬ 
ally, there are separate controls for 
bass, treble, balance, loudness, and 


stereo matrix along with a selector 
for videotape, TV or videodisc, 
which, when chosen, is illustrated 
by an LED indicator on the front 
panel of the set. 

The manufacturer reports volume 
is indicated by stepped LEDs, and a 
digital time/channel display is eas¬ 
ily readable from the viewing posi¬ 
tion. 


HT800—Circle No. 
uct card 


157 on prod- 



QBVII stars Anthony Hopkins, 


QB VII and 
five other 
titles bow 

BURBANK, CA—Six videocassette 
titles comprise the initial catalog of 
VHS and Beta formatted movies 
from the recently formed video joint 
venture between Columbia Pictures 
and RCA. 

Headlining the release package is 
the six-time Emmy-award-winning 
QB VII and Martin Scorcese’s Taxi 
Driver , starring Oscar-winner 
Robert DeNiro. 

The award-winning courtroom 
drama QB VII , stars Anthony 
Hopkins as Dr. Adam Kelno, a 
knighted physician who brings a 
suit for libel against novelist 
Abraham Cady (Ben Gazzara) for 
implicating him of war crimes in his 
best-selling novel. Other prominent 
actors featured include Lee Rcmick, 
Leslie Caron, Juliet Mills, John 
Gielgud, Sam Jaffe, Edith Evans, 
and Jack Hawkins. 

In Taxi Driver , De Niro portrays a 
psychotic New York City cab driver 
who goes on a violent rampage in an 
effort to rid the city of undesirables. 
The film also stars Cybill Shepherd, 
Peter Boyle, and Jodie Foster. 

The other titles in the new catalog 
include Eraserhead , David Lynch’s 
tale of a very strange couple and 
their deformed baby; And Now For 
Something Completely Different, a 
crazy compilation of skits from 
BBC-TV's Monty Python; The Boys 
In Company C, a frank, hard¬ 
hitting drama about five young men 
in the Vietnam war; and Le Sex 
Shop , the story of Claude, who owns 
a store that deals in exotic books 
and paraphernalia. Claude becomes 
bored with his marriage and utilizes 
some of his wares to spice up his 
life. 

Columbia/RCA Catalog—Circle 
No. 180 on product card 
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Warner intros Best Picture Academy Award winner 


NEW YORK — Chariots of Fire, the 
winner of four Academy Awards 
last March, including Best Picture, 
is now available from Warner Home 
Video. 

A Ladd Company and Warner 
Bros, release through Warner, the 


film is available for rental only on 
VHS and Beta videocassettes. The 
film has grossed more than $57 mil¬ 
lion in domestic box office receipts 
since its U.S. premiere last Sep¬ 
tember. 

The story pits Scottish missionary 


Eric Liddell and wealthy collegian 
Harold Abrahams as distance run¬ 
ners for Great Britain at the 1924 
Olympic Games in Paris. The two 
bring equally diverse and intense 
passions to the competition. For 
Liddell (played by Ian Charleson), 


winning means a victory for God; to 
Abrahams (Ben Cross), his gift for 
speed is a sword and shield against 
bigotry. 

Chariots of Fire—Circle No. 191 
on product card 



Videophile Satellite Television 

The possibilities of component audio come to satellite video. 


Component equipment has become 
popular in the audio field for a lot of 
reasons. One reason is that the com¬ 
ponent philosophy allows a purist to up¬ 
grade any piece of a system as technology 
advances without having to replace the 
entire system at once This basic idea 
has ushered in an era of specialty firms 
dedicated to advancing the art of a single 
link in the chain. They succeed because 
all of their efforts are focused on one 
discipline, not thinly spread over an en- 
tiresystem EARTH TERMINALS v brings 
this philosophy to satellite television. We 
concentrate on the single most important, 
most difficult element—the microwave 
receiver. No other part of the system 
has such a dramatic effect on picture 
quality. 

Quality You Can See 

An EARTH TERMINALS receiver pro¬ 
vides cleaner pictures with less granu¬ 
larity. Truer colors that don t smear. Less 
sparkling snow on weak programs. Com¬ 
plete absence of herringbones and 
waves. Superimposed lettering that 
doesn t tear at the edges In fact, you 
haven't seen video this exciting unless 
you've been in a television studio. If you 
own a quality video projector, you II be 
even more impressed. 

Quality You Can Measure 

Broadcast engineers are impressed 
with the accuracy of EARTH TERMI¬ 
NALS receivers too. Our VITS Sin 2 Pulse 
and video SNR test results are incom¬ 


parable; actually the equal of most com¬ 
mercial grade receivers. We can also 
handle tough signals like Reuters data 
transmissions that give other receivers 
fits It's no wonder then, that after ex¬ 
haustive testing, some cable companies 
and television stations use EARTH 
TERMINALS receivers as their main 
source of satellite program material. They 
know value when they see it. 



Unretouched Off The-Air Sin- Pulse Test 

It's Easy To Live With 

All this technical sophistication is really 
quite easy to get along with. Precise 
automatic fine tuning tunes every chan¬ 
nel the same way every time. You don’t 
have to be an expert to get perfect 


pictures. EARTH TERMINALS receivers 
come with a remote control that selects 
channels individually, adjusts audio 
volume at your convenience, and auto¬ 
matically signals the rest of your system 
to supply the proper antenna polariza¬ 
tion through an even/odd channel switch. 
And it fits in the palm of your hand. 

Tips On Value 

There are plenty of satellite receivers 
that cost less than ours, but nearly all 
of them need bigger antennas and more 
exotic Low Noise Amplifiers for a picture 
free of sparkling snow. If you re on a 
budget, you can save money in other 
parts of the system by paying more for 
our receiver and come out even. You get 
high fidelity video in the bargain. If you re 
simply after the best picture money can 
buy, we can make it very affordable. 
Either way. give us a call or write us 
for the details. 


EARTH TERMINALS 
Department 112 
One Microwave Plaza 
Cincinnati, Ohio 45242 

513-489-6200 


EARTH TERMINALS 


Circle No. 33 on product card 
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Promoting family movies is profitable 


By Ben Tenn 
Vice president, Retail 
Products Division 
Walt Disney Telecommunications 
and Non-Theatrical Company 


B ack in the early days of tele¬ 
vision when the average child’s 
daily program diet consisted of only 
a handful of well-known favorites— 
programs like Howdy Doody % 
Captain Kangaroo and of course. 
The Mickey Mouse Club —parents 
had little need for exercising control 
over their children’s viewing habits. 

Kids would hurry home from 
school every weekday afternoon to 
gather around their family’s black 
and white TV, and parents were 



Ben Tenn 


more than happy to have outstand¬ 
ing programs like these to entertain 
and enlighten their children on a 
regular basis. 

Today, however, children’s tele¬ 
vision has become a much more 
selective and highly sophisticated 
business. And as parents are now 
beginning to experiment with the 
variety of new- technologies and 
programming options available, the 
role of the video retailer in today’s 
family entertainment market is 
becoming increasingly important. 

With the advent of video, we at 
Disney and other firms serving the 
market now have the opportunity to 
take our programs directly into 
the home, giving parents the 
powers once afforded only to top 
network executives — that of con¬ 
trolling exactly what programs their 
children may watch and when. 
Given this awesome new power 
(i.e., responsibility), it now seems 
entirely possible—and indeed even 
likely that family home video could 
soon end up being the most 
profitable product line in the video 
retail business. 

To successfully merchandise 
children’s (and family) home video, 
retailers don’t need to make a huge 
financial investment. Basically, all 
it takes are: a) planning; b) good 
display; and c) suggestive selling to 
parents. 

In planning, one of the first 
things to consider is that in 
marketing video to children, w r e are 
also going to be dealing directly 
with parents. Both groups are 
equally influential in the purchasing 
decision, and as in any other 
business catering to the family 


market, those retailers who are 
likely to succeed are the ones who 
will make a sincere effort to reach 
out and appeal to both parents and 
kids alike. 

The First Step 

To do this, the first step we would 
recommend would be to create a 
separate section within your store 
specifically for “family entertain¬ 
ment.’’ From here, you can very 
effectively stock, display, promote 
and cross-merchandise all of your 
top-selling family products and 


directly monitor the results. You’ll 
also find that by centralizing your 
family entertainment, you can eas¬ 
ily build a broad customer base and 
encourage repeat business. 

In choosing this area, there are a 
couple of important points to 
consider. First, be sure to select an 
area which is easily visible upon 
entering your store, and then label 
it prominently so that it can be seen 
from everywhere inside. Second, 
make sure that you allow enough 
space to effectively merchandise all 
of your family-oriented product. 
This includes your entire line of 
Disney products, as well as all of 
your other top-selling family films 
which you can now begin to 
“cross-merchandise.” These are 
films like Star Wars. The Black 
Stallion and Superman —and other 
popular titles which can be shared 
by the entire family. 


Once you’ve set aside your 
“family” area and anchored it with 
family merchandise, this brings us 
to our second basic marketing 
principle—display. 

We recognize our unique position 
as the world’s foremost leader in 
family entertainment, but in enter¬ 
ing the video market, this is not a 
role we’ve simply taken for granted. 
From the beginning, our challenge 
has been to properly position our 
products in the fast-changing video 
market, and develop a strong 
in-store identity for our entire 


“family entertainment” line. 

In order to accomplish this, w'e’ve 
come to rely heavily on the effective 
use of display. Results from one of 
our early customer surveys indicat¬ 
ed to us that well over half our 
customers first learned about our 
movies on videocassette after see¬ 
ing our products and posters 
prominently displayed at the retail 
level. 

Maximize Profits 

Therefore, our advice to dealers 
has been that it’s not enough to 
merely stock family-oriented pro¬ 
duct and then let it lie on the shelf. 
In order to maximize their family 
profits, dealers ^ill have to make 
additional efforts to showcase and 
promote their .family merchandise. 

For the retailer, this represents 
something of a creative challenge, in 
that there is a wide variety of 


colorful techniques which can be 
effectively employed. 

Basically, the idea is to create a 
lively in-store environment where 
children can occupy themselves and 
have fun, while their parents can 
actually do their shopping. 

This may be achieved quite 
simply through such methods as 
raising the floor in certain areas, 
allow ing kids to step up and literally 
communicate on the same level with 
grown-ups. From here, you can 
proceed to fill the area wdth colorful 
point-of-purchase materials and fun 
activities. These are things like 
games, contests, giveaway items 
like balloons, posters from popular 
kids’ movies, and virtually any 
other sort of involvement devices 
which kids traditionally enjoy. 

Another effective display method 
is to use a video monitor to play 
vour top-selling family tapes and 
discs. Try placing one inside your 
new r “family” section. Make sure 
it’s of adequate heighth to accom¬ 
modate viewers of all sizes, and 
then use it to lure in your family 
buyers. 

Suggestive Selling 

Add all of these elements to¬ 
gether (and throw in a few ideas of 
your own), and you now have a truly 
remarkable in-store drawing card 
around which you can effectively 
base your entire “family” section. 
The next important ingredient is 
you, the retailer, and this is where 
our third basic marketing principle 
comes into play—“suggestive sell¬ 
ing.” 

In using the term “suggestive 
selling,” we simply mean using 
your own powers of persuasion and 
salesmanship to further enhance 
your family display. ■ 


“You can easily build a broad 
customer base and repeat business." 
—Ben Tenn, Walt Disney 



Here is the Recoton PRODUCER SERIES of 
ment Products certain to break all sales and 
records to the discriminating video customer 

The superb color coded packaging will attract instant con¬ 
sumer attention to this beautifully styled product line of 
matched video components, engineered to improve your cus¬ 
tomer's recording, dubbing, listening and viewing capabilities. 


The Recoton V600A Stabilizer, V601A Enhancer and V604 
combination "Top of The Line" model will eliminate picture roll, 
produce truer colors and stengthen picture detail, while reduc¬ 
ing the picture quality loss usually encountered when re¬ 
recording. 

The V611 Stereo Sound Simulator with its unique volume 
control audio expansion system will create brilliant stereo-like 
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as the complete line of Recoton Video Products which fill the 
needs for every video customer by contacting your local 
distributor or by writing: Recoton Corp., 46-23 Crane St., L.I.C., 
N.Y. 11101 (1-800-223-6009) 


Seasonal Promotions 


Here it is important to make sure 
that your entire sales staff is 
completely familiar with all of your 
family merchandise so that they can 
effectively gauge their customer’s 
needs and then make intelligent 
recommendations on programming. 

It’s also important to make sure 
your staff fully understands the 
potential profits which can be made 
in family home video simply by 
adding a little extra effort at the 
time of purchase. 

For example: You can take 
advantage of a product’s broad- 
based appeal by suggestively sell¬ 
ing it as an ideal “add-on sale.’’ 
That is. whenever adults buy or rent 
a tape for their own viewing, find 
out if they have any children at 
home. If the answer is yes, then 
suggest that they also take along 
something for the kids or the entire 
family. 

Also, remember that some pro¬ 
duct—with its universal appeal—is 
ideal for all kinds of special 
events—things like family get- 
togethers and holiday reunions. By 
simply mentioning these things to 
your customers, you’ll be amazed at 
how significantly you can increase 
both your family sales and rentals. 


now made it very easy for our 
dealers to place these products 
directly out in front of their retail 
customers. 

Follow The Principles 

To date, these promotions have 
proved to be enormously successful, 
indicating to us more than ever, that 
we are pursuing a proper course. By 
simply following this course and 
adhering to these three basic 
marketing principles, we are now 
confident that you too can success¬ 
fully merchandise family home 
video in a variety of different retail 
locations. 

In the words of our founding 
father Walt Disney: “The most 
important thing brought about in 
the history of motion pictures is 
the recognition that amusement, 
recreation, mass diversion, is no 
longer a dispensable luxury. Family 
fun is as necessary to modern living 
as a kitchen refrigerator.” ■ 


LIGHTS OF LOS ANGELES—Members of Sanyo Electric, Inc., and 
Dentsu Corporation of America stand before the recently lit Sanyo 
billboard near Los Angeles International Airport. From left, Shinso 
Ueno, executive vice president and general manager, Dentsu; Paul 
Worsham, manager of marketing services, Sanyo; Dick Theis, Dentsu; 
T. Takayama, president, Sanyo; Warren Lollich and John Okazaki, 
Dentsu. The sign will remain through the 1984 Olympics and 
promotes Sanyo’s affiliation with the games. 


What we’ve done already to 
facilitate this process is to begin our 
own series of seasonal pro¬ 
motions—once again designed with 
the entire family in mind. 

These include our special holiday 
promotion entitled “A Walt Disney 
Christmas,” and more recently our 
“Disney American Summer Car¬ 
toon Sale.” In both cases, what we 
have done is to take a strong 
family-oriented product (Disney 
cartoons) and highlight it with 
special packaging and point-of- 
purchase materials, as well as 
include a free premium. By combin¬ 
ing all of these elements, we have 


THE REC0T0N PRODUCER SERIES 
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OtLUXfc Si f J ttiO SOUND SIMU 


TV sound reproduction to maximize video sound enjoyment 
for all. 

The new V612 "State of The Art” electronic Video Master 
Control Center with 6 inputs and 3 outputs permits the instant 
flexibility of switching TV, VCR, Disc, Games, etc. with literally 
no signal loss. 

Ask for details regarding The PRODUCER SERIES as well 


‘HEY BIG BOY, WHY DON’T 
YOU COME UP AND SEE ME 
SOMETIME’: Los Angeles-based 
Media Home Entertainment and 
a local retailer, Captain Video, 
recently promoted a Mae West 
look alike contest. At the left, 
the three finalists give it their 
best shot (guess which one’s a 
woman) at striking a Mae West 
pose. The promotion was a tie- 
in with Media Home Entertain¬ 
ment’s new videocassette re¬ 
lease, Sextette, which was the 
last picture in which the legen¬ 
dary Miss West was featured. 
The event was staged in San 
Francisco. Now for the answers. 
Pictured posing as Mae West 
are David Davida Potenti, Debbie 
Furniss in the middle, and 
Rich Kuenneman at left. Pos¬ 
ing for the photographers 
following the excitement of the 
day are Paul Geffner, owner of 
San Francisco-based Captain 
Video, contest winner David 
Davida Potenti, and Lee Baskin, 
president of L.B. Distributors. 

VSDA additions 

CHERRY HILL, NJ—VSDA, a 
division of NARM, has added rec¬ 
ord and tape merchandisers to its 
growing membership. New partici¬ 
pants include Everybody’s Video 
Vault. Tower Records, Hastings 
Books/Records/Video, Peaches 
Records and Tapes, Pickwick Inter¬ 
national’s Musicland stores and its 
Vidiom video specialty operation, 
and a Show Industries video stores 
(operators of Music Plus Records). 
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Personal Electronics 



GTS offers 750 foot range cordless, EMP line 


SAN FRANCISCO—General Trad¬ 
ing and Services Co. is offering the 
GTS-128, a cordless telephone with 
a range of 750 feet. 

Features of this FCC approved 
unit include last number memory 
recall, rechargeable NiCad battery, 
automatic charging at the base 
unit, a security switch to prevent 
unauthorized use, selectable sensit¬ 
ivity level, dial/low battery indica¬ 
tor, a remote call button, battery 
saver switch, and an LED indicator. 

The white cordless phone unit is 
now available for delivery at 
manufacturer’s suggested retail 
price of SI89. 

GTS is also offering the Elcom 
Memory Products Corp. line of 
telephone products and accessories 
including the AD 200 combination 
automatic dialer, calculator, alarm 


clock and stop watch. Suggested list 
price for the AD 200 is $169. 

Also availabe is the AD211 
Memo-Dialer, which features com¬ 
patibility with both the pulse and 
DTMF dial systems. 16 number 
memory storage, last number re¬ 
call, a pause battery, and recharge¬ 
able NiCad battery power backup 
system. Suggested retail price is 
S69.95. 

Three models of cordless desk 
phones are included in the EMP line 
including the EMP 2000A and the 
EMP 2000B with ranges of 300 feet, 
and the EMP 3000 with a 750 foot 
range. 

GTS-128—Circle No. 176 on 
product card 

EMP Telephones and Acces¬ 
sories—Circle No. 177 


General Trading Company’s GTS-128 has rechargeable battery. 


Sportable 102 two way system 
gives hands-free communication 



Proton’s The Radio and Powered Speakers expand the boundaries of 
radio performance, claims the maker. 

The Radio improves reception 


NORTH HOLLYWOOD, CA— 
Audiotronics Corporation an¬ 
nounces the Sportable 102, a two- 
way communications system. 

The unit features a headband and 
adjustable boom microphone which 
lets two or more people commun¬ 
icate at a range of up to a quarter 
mile. As the user speaks, the voice 
automatically activates the trans¬ 
mitted, and reverts to standby 



The Sportable 102 has a range 
of a quarter mile. 


mode to receive messages, leaving 
the user’s hands free. 

Audiotronics says the unit’s 
adjustable headphone can be worn 
on either ear and the sensitive 
microphone may be adjusted for 
optimum lip-to-mike placement. A 
foam windscreen shields the micro¬ 
phone from high winds and other 
noises. 

The Sportable 102’s power pack is 
about the size of a cigarette pack 
and can be clipped to a belt or 
slipped into a pocket. Its sensitivity 
switch adjusts for outside noise 
conditions, and a variable volume 
control allows the user to fine tune 
the earphone volume to an ideal 
listening level. 

The Sportable 102 operates on a 9 
volt battery, which is included. 
Manufacturer’s suggested retail 
price is S109.95. 

Sportable 102—Circle No. 173 
on product card 


SANTA MONICA, CA—Proton Cor¬ 
poration introduces The Radio, a 
table model AM/FM receiver which 
the manufacturer claims expands the 
boundaries of radio performance. 

I Measuring seven inches high by 
| 14 inches wide, The Radio contains 
specially developed tuning circuitry 
which Proton says allows the unit to 
concentrate only on audio signals 
| transmitted from a specifically 
tuned station. 

The Radio also has add-on 
capabilities for a tape player and up 


to ten pairs of specially designed 
bi-amplified Power Speakers 
from Proton. 

The Powered Speakers measure 
seven inches by 11 inches, and 
each is equipped w f ith separate 
amplifiers for bass and treble. 
Together the two speaker amps add 
25 watts to the power of The Radio. 

The Radio—Circle No. 174 on 
product card 

Powered Speakers—Circle No. 
175 



The New Memory ZIP 757 


Trim and multi-functlonal....wi!h a memory for 16 unforgettable numbers— 
and more! Dial mode switches from touch-tone to outpulse; automatic 
redial calls busy numbers once a minute for 15 minutes. See the full ^ 
range of features that make the New ZIP 757 the most in-demand, ^ 
most advanced personal telephone on the market! ^ 


YTUjUJIxXfr THE TELEPHONE PEOPLE. 

Webcor Electronics Inc., 28 South Terminal Dr., Plainview, N.Y. 11803,(516) 349-0600 
Toll Free: (800) 645-7513/14; Telex: 967895/6852109 


Circle No. 23 on product card 
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Play to win. 

Maxell batteries mean business 
in the electronics retailing game. 


The Maxell name on any product stands for 
quality, reliability and steady, stable profits. We've 
proven it with millions of tape sales. Now we're giving 
you the chance to share in another Maxell success 
story: Maxell batteries for electronics. 

We've been an international leader in power¬ 
cell technology for decades. We are the first-choice, 
OEM battery for many of the world's most demanding 
electronics manufacturers. 

Now we're giving you the opportunity to sell 
Maxell batteries for the radios, calculators, toys, 
games, clocks and appliances in your shop. Our 


batteries are packaged exclusively for electronic 
applications. The label says so. It even shows an elec¬ 
tronic product. Plus we're expanding distribution 
carefully, to make sure your margins stay high. 

Do you sell photographic products, as a lot of 
electronics shops do? Maxell gives you a wide and 
growing range of photo batteries with equally high, 
exceptional performance. And that's quality your 
customers just can't pass up. Maxell has all it takes to 
play the electronics retailing game. And we play to 
win. Call Maxell or your Maxell representative today for 
more information. 



maxell. 

BATTERY PRODUCTS DIVISION 

Maxell Corporation of America 
60 Oxford Drive 

Moonachie, N.J. 07074 (201) 440-8020 

Circle No. 74 on product card 





Race for retail telephone sales is on 


By Lawrence Reichenstein 
Vice President 
Webcor Electronics, Inc. 

O n your mark, get set, go! The 
telephone race is on. Retailers 
and manufacturers across the 
country are reporting record-break¬ 
ing sales in all categories of 
telephone products. Even more 
exciting and more encouraging are 
the growth projections set by 



Lawrence Reichenstein 


industry experts for the duration of 
this decade. Everyone is scrambline 
to get their slice of the market-share 
pie. 

It is estimated that between five 
and six million telephones will be 
sold this year, with about one 
million in cordless units. While 
these figures may sound substan¬ 
tial, they represent only the tip of 
the iceberg. 

With approximately 110 million 


residential telephones in homes 
throughout the United States today, 
only an estimated 10 percent are 
customer owned. 

Retailers are beginning to pro¬ 
mote telephones as traffic builders. 
Although some confusion still 
exists, the American public is 
generally aware that it is legal to 
own its telephones. This awareness 
has created the increase in demand 
for this product which the industry 
has been anticipating since 1977, 
when the FCC ruling deregulating 
the telephone industry took effect. 

While most retailers recognize 
the need to establish a telephone 
department, few agree on the 
requirements for a successful 
product mix. The common denomin¬ 
ator for most successful retailers is 
a “complete assortment'’ of tele¬ 
phone and telephone related prod¬ 
ucts. 

Complete Assortment 

Although the interpretation of a 
“complete assortment” will vary 
from one retailer to the next, this 
assortment should include, answer¬ 
ing machines, one-piece tele¬ 
phones, cordless phones, standard 
and multi-function feature phones, 
as well as “do-it-yourself” tele¬ 
phone accessories which enable a 
customer to connect these new 
modular plugged products to their 
lines. 

Progressive retailers are taking 
advantage of the co-op ad dollars 
offered by manufacturers. Taking a 
money-saving approach has pulled 
many an interested customer into 


the store. It seems unfortunate that 
many retailers do not utilize these 
dollars. The successful dealers will 
testify to the enormous sales results 
produced from a carefully planned 
and well-executed promotional pro¬ 
gram. 

In addition to the co-op dollars 
offered by manufacturers, a great 
deal of in-store sales support 


material is available. Telephone 
products, which may require ex¬ 
planation, can be sold effectively 
from the information presented on 
point-of-purchase displays. These 
“self-sellers” should become a 
permanent part of the department’s 
sales staff. 

By taking telephones “out from 
under,” and allocating prime floor 
space where a customer can 
examine the product carefully, sales 
will increase. 

At the Consumer Electronics 
Show this past June, more than 
seventy companies displayed com¬ 
munication products. The number 
of available vendors will increase 
before the natural processes of this 
electronics product category comes 
into play, and this will weed out 
marginal vendors. What does this 
increased number of vendors mean 
to the retailer? 


It means two things: 

First, it means some instability 
will result in the telephone product 
category. Retailers should be aware 
that communication products will be 
plagued with some of the price 
erosion that other areas of the 
electronics industry have witnessed 
over the years. A promotionally 
minded retailer who watches his 


inventory will come out ahead. 

On a positive, yet caution¬ 
ary note, this increased number of 
suppliers will offer many new 
options to the retailer. 

Determining whom to do busi¬ 
ness with should be a well-thought- 
out decision. Forming close rela¬ 
tionships with experienced vendors 
whose products offer quality at 
good price points, should serve as 
the key to a successful sales 
operation of telephone products. 

The race has just begun. There is 
still time to prepare for the real 
phone boom which will arrive in 
1983. 

Establish yourself as a retailer of 
telephone equipment. Build a 
phone department with a “complete 
assortment” of products from a 
reliable, experienced vendor, and 
your participation in the telephone 
race will be a sure win! ■ 


"Determining whom to do business 
with should be well-thought-out/' 
—Lawrence Reichenstein, Webcor 


CBS, CCC seek FCC nod for 
cooperative market test 


NEW YORK—In a cooperative 
market test with Contemporary 
Communications Corporation of 
New Rochelle, NY, CBS is seeking 
approval from the Federal Com¬ 
munications Commission for multi¬ 
channel pay television on currently 
unused microwave frequencies in 
five television markets. 

The proposal is for four to eight 
channels of pay programming in 
New York, Los Angeles, Chicago, 
Philadelphia, and St. Louis. 

Under direction of the CBS Tele¬ 
vision Stations division, CBS wants 
to package entertainment and in¬ 
formational programming and con¬ 
duct marketing, including research, 


to assess the impact of different 
numbers and types of channels. 

CCC would build and operate 
distribution facilities and is asking 
for a three-year developmental 
authorization for four channels 
each in New York and Los Angeles, 
six in St. Louis, seven in Chicago, 
and eight in Philadelphia. 

Each subscriber would have a 
special roof-mounted antenna to 
receive the microwave signal, and 
there would be a channel-selection 
box on each TV set. 

Present FCC regulations do not 
permit a broadcaster to own cable 
stations in cities where it also has 
commercial stations. 


Electra to make AT&T cordless 


CUMBERLAND, IN—Electra 
Company has announced that it 
has reached an agreement to manu¬ 
facture cordless telephones for 
American Telephone and Telegraph 
(AT&T). 

Initial production and delivery 
of the cordless phones has already 
begun, according to Electra. The 
phones will be marketed under the 
name Nomad 1000, an AT&T trade¬ 
mark. The unit was designed by 
Electra and will be manufactured at 


the company’s manufacturing facili¬ 
ty in Cumberland, IN. 

The Nomad 1000 will reportedly 
use Electra’s exclusive circuitry 
which operates full duplex entirely 
in the 49 MHz range. In addition, 
custom microprocessor and special¬ 
ly formulated software will make it 
possible for the user to choose 
rotary pulse or pure tone activated 
dialing so that the phone is capable 
of full central telephone equipment 
interface. 



RECEIVING AWARDS: These dealers were presented awards during 
the Summer CES in Chicago by Yamaha Electronics Corporation 
for attending each of the company’s service seminars given from 
1976 through 1981. Pictured, from top left, are dealers Dale Martin, 
Kansas City, MO; Allen Renning, Mission Viejo, CA; Gene Everhart 
and wife Debby, Flint Ml; John Coombs and wife Susan, Birmingham, 
AL. Also pictured are Yamaha national sales manager Curt Sidles, at 
front, and Yamaha executive vice president Don Palmquist. 


36 LEISURE TIME ELECTRONICS, September 1982 












Mini TVs offer higher profit margins 


Cover Story ^ 

Continued from Page 1 
Profit margins on the minis, how¬ 
ever, are generally higher than with 
other televisions, and this has en¬ 
couraged dealers to carry these pro¬ 
ducts. 

While color TVs outsell black and 
white sets by a two-to-one margin 
where total TV sales are concerned, 
in the mini TV area the reverse is 
true, with the monochrome units 
proving to be the stronger sellers. 
Industry figures for the first six 
months of this year show sales of 
monochrome sets in the six inches 
and smaller category were up 19.9 
percent when compared with last 
year. There were 488,300 of these 
televisions sold through June, com¬ 
pared with 407,400 sold in the first 
six months of 1981. 

Sales of color sets 12 inches and 
smaller in the same period rose 3.3 
percent, to 299,400 units, compared 
with 289,800 units sold through 
June of 1981. The mini color sets ac¬ 
counted for 5.7 percent of total sales 
of 11,400,000 color units in 1981. 

The 12 inch black and white sets 



Panasonic’s BiSider—Circle No. 
266 on product card 


have proven to be the most popular 
models, accounting for an estimated 
50 percent of total monochrome 
sales. Sales of sets with screens six 
inches or smaller accounted for 14.7 
percent of the 5,300,000 units sold 
in this category last year. 

The experience of retailers sup¬ 
port the statistics, as evidenced by 
Eric Engles of Risley and Julian 
Audio, Terre Haute, IN. 

“The black and white minis seem 
to far outsell the color models,” re¬ 
ports Engles. “Color sets sell main¬ 
ly to people who want to use them 
for monitoring video cameras. For 
them, the color minis can serve a 
dual purpose.” 

“The black and white sets have 
proven the stronger movers; that’s 
why we’ve only been carrying 
them,” adds Mike Kelly, TV buyer 
for the six Alco Stereo TV Centers 
situated in California’s Santa Clara 
Valley. 

Kelly says the chain will begin 
emphasizing sales of the color minis 
in the near future. “Now, with the 
football season coming on, we’re 
going to look into the color aspect. 


With the start of the season I expect 
the market for the color sets to 
change rapidly.” 

Tom Lauterback, manager of 
marketing communications for 
Quasar, Franklin Park, IL, sees the 
appeal of the mini TVs to sports 


fans as basic to their success. 
“Once you’ve taken one of these 
mini TVs to a ballgame, you can’t 
appreciate the game again without 
one in your hands. These sets are 
for outdoors people.” 

Continued on Page 38 


"It's an Impulse item that lends itself 
to a lot of marketing schemes." 

—Dan Tomlinson, Panasonic 
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HOW WOULD YOU LIKE TO: 

• Have a source that warehouses 8,000 products? 

• Have a toll-free telephone number to use? 

• Have free shipping on orders of $200 or more? 

• Have no minimum orders? 

• Have competitive pricing? 

• Have a FREE subscription to a monthly newsletter 
PreView that keeps you ahead of the competition, 
current on products and pricing? 

• Have access to a retail catalog with your company 
name on the cover? 

• Have a technical-oriented sales staff ready to answer 
your questions immediately? 

• Have same-day shipping, plus much more? 



Call or write 
for our 

Fall Catalog 



B.A.Pargh 

company, inc. 

1280 Murfreesboro Road, Nashville, Tennessee 37217 


CALL TOLL FREE 1-800-251-5959 • Alaska & Hawaii 1-800-251-5990 
In Tennessee 1-800-342-5831 • Local (615) 361-3600 


Circle No. 24 on product card 
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Minis create own niche in TV market 


Continued from Page 37 

In addition to the start of the foot¬ 
ball season, the months before 
Christmas, and the summer seem 
to be the strongest times of the 
year for mini TV sales. 

Bob Judd, merchandising man¬ 
ager for the Zenith Distributing 
Company of New York, serving New 
York, New Jersey, and Connecticut, 
says “The season for the mini TV is 
the summer, and the biggest time 
for them is May, June, July and 
August. It’s important for retailers 
to advertise them at the right time, 
going into season, for sales.” 

Engles, on the other hand, states, 
“They are definitely a seasonal 
item, and seem to do best around 
Christmas. There doesn’t seem to 
be much demand for them in the 
warmer weather.” 

Special Handling 

Arnold Valencia, president of the 
RCA Sales Corporation, says the 
seasonal appeal and unique fea¬ 
tures of the mini TVs require special 
handling by dealers. “This is not a 
product for every dealer because 
there are some who specialize in 
high turnover and this is not a high 
turnover product line.” 

“It really takes a commitment on 
the part of the dealer,” he con¬ 
tinues, “and it takes some special¬ 
ized kind of selling in a store that 
sees that as their own particular 
strategy and strength.” 

Panasonic’s product manager for 
TVs, Dan Tomlinson, describes the 
mini as a “glamour item. It is an im¬ 
pulse item that lends itself to a lot of 
marketing schemes that you can’t 
do with a 25-inch console. It’s good 
for catalog business, premium 
sales, and all kinds of things you 
can do when you don’t have ship¬ 
ping problems.” 

Display is an important factor in 
sales of the minis, according to re¬ 
tailers and manufacturers. “If 
you’ve got them sitting in your 
counter gathering dust you can only 
blame yourself for not moving 
them,” contends Lauterback. “I’ve 
walked through so many stores 
where they have the mini TVs under 
the counter and not turned on, not 
even prepared to be turned on. Who 
wants to buy a blank screen? You 
can’t sell color TV that way, why 
should you think the black and white 
sets are going to walk out the door 
when they aren’t powered?” 

Alco’s Kelly concurs with Lauter¬ 
back. “The mini TVs have to be 
placed in a high traffic area of the 
store. If you put them in the back 
somewhere, and don’t turn them 
on, your sales will be cut in half,” 



Sanyo mini color TV MTC50— 
Circle No. 268 on product card 



GE’s 4CM3326X—Circle No. 269 
on product card 


says Kelly. He reports the minis in 
the Alco stores are kept in counters 
near store checkouts, along with 
portable boom boxes, personal 
stereos, batteries, and accessories. 
“It’s a high-traffic area and they all 
tie in together—they’re all portable 
type units, and along with the ac¬ 
cessories, are something of an im¬ 
pulse item.” He says the AC/DC 
power features of the units are an 
“absolute selling point.” 

Engles says the minis in Risley 
and Julian Audio are left on for 
customers, adding that they are also 
used to help the store in selling 
video cameras. “We display them 
right in with our VCRs and video 
cameras. Smaller sets tend to give a 
sharper picture, and that can help 
us sell some of the mid-priced video 
cameras.” Like others, he says 
sales of the Panasonic, Sony, and 
Hitachi minis he stocks tend to be 
seasonal, with pricing a direct in¬ 
fluence on sales, especially with the 
color models. 

Color Expensive 

“The color micro sets are too ex¬ 
pensive for most people. Most cost 
at least $300, and for that money 
people tend to go for a larger set.” 
Margins, he reports, are respect¬ 
able. “Like any video product, we 
cut them close. If we can get ten 
points we’ve done well; 20 points is 
unbelievable,” he states. 

For James Cummins, owner of 
Audio Video in Austin, TX, profit 
margins on the color Sony mini TVs 
he carries tend to be better than 
in other parts of his business. 
“Profit margins on the minis are 
much higher because they are more 
of a specialty item. You can probab¬ 
ly make twice the money with a mini 
as compared with what you can 
make with a 19-inch or 26-inch set.” 
He says he gets 12 to 15 points on 
his minis, compared with four to 
eight points on other TVs. 

Cummins reports he doesn’t 
carry the black and white minis be¬ 
cause “they aren’t a high enough 



Sharp’s 4G-100—Circle No. 270 
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ticket item,” adding that he only 
offers TVs in the store because “it’s 
necessary to go along with a lot of 
the other video equipment we sell. 
The minis are small part of our TV 
business. We sell a few as monitors 
because we’re selling satellite dish¬ 
es now, and a lot of portable video 
equipment, and monitors are re¬ 
quired in both of those situations.” 

Customers, he notes, tend to 
come into the store knowing what 
they want to buy if they are interest¬ 
ed in the mini TVs. “People looking 
for a specific item come in and in¬ 


quire about them. They’re either 
looking for a certain item, or see 
these and decide that’s what they 
want.” Cummins says he decided 
not to carry the mini TVs which fea¬ 
ture a built-in radio due to their 
higher price, and the low demand 
he percieves for them in his area. 

For Charlie Turdik, owner of 
Charlie’s TV in Vacaville, CA, the 
radio features of the RCA mini TV 
he stocks have proven a detriment 
to sales. “Sales have been poor,” 
he explains. “They only build it 
with a radio, and some people don’t 
want a radio; consequently it doesn’t 
sell. If the manufacturers made 
smalltr sets with more variety, 
some without radio, some with cas¬ 
settes, it would probably make a 
difference in sales.” 

While such minis are offered by 
other manufacturers, Turdik says 
he prefers to carry only the RCA 
models. “We only want one line 
and we’re quite happy with that 
one.” Profit margins on the minis 
for him are in line with other TVs, 
“usually between 26 and 28 
points.” For display, he keeps the 
minis on a mirrored shelf, and will 
occasionally promote them by fea¬ 
turing the sets in advertisements he 
runs. “It doesn’t seem to help a 
great deal, though,” he observes. 
“At Christmastime it does, but 
other than that it just doesn’t seem 
to make much difference at all.” 

At Belmont TV in Langley Park, 
MD, sales manager Steve Ingham 
reports sales of the Sanyo, Sharp, 
and Sony mini TVs in the store 
“wouldn’t compare with the rest of 
our television sales. They are a very 
small part of our business, and as 
you get towards the end of summer 


you find the action for that kind of 
portable falls off.” Margins on the 
sets are comparable with the rest of 
its TV business, and pricing, he 
finds, does not have a direct bearing 
on his sales of the minis. 

Occasionally he will carry one of 
the minis in the store’s block news¬ 
paper and radio ads. For in-store 
display he leaves most of the sets 
turned on on open shelves. “The 
small sets, because of their 
susceptibility to being walked off 
with, are kept behind a glass case,” 
he adds. 

Ingham reports the black and 
white sets continually sell better, 
and customers “can’t be pinned 
down as to any particular type. 
Sometimes they’ll come by and just 
happen to see the minis and say. 
That’s a cute little thing.’ It’s an 
impulse item for a lot of people.” 
Other customers, he finds, are 
attracted to the minis because of 
their lightweight portability, fea¬ 
tures such as built-in radio and DC 
power operation, and the conven¬ 
ience the minis offer of being able to 


be taken along wherever the user 
is going. 

The additional features of the 
sets, particularly the radio option, 
are viewed by James Chen, 
assistant vice president of sales and 
marketing for Sampo Corp. of 
America, Elk Grove Villiage, IL, as 
part of the basic appeal of the mini 
TVs. The company plans to expand 
its current offerings in the mini 
category with a five-inch black and 
white combo including AM/FM 
radio and a 4 , /2-inch model in 
December. He describes the com¬ 
pany’s sales to date as good. “In 
black and white TVs, the sales are 
good, but the pricing is competitive. 
The color sets are a specialist 
product. Mail-order sales have been 
good; in-store sales of the color 
minis have been average because 
not every store can handle them.” 

He sees target customers for the 
sets as outdoor people, and people 
shopping for a good gift. He advises 
retailers to “advertise aggressively 
to get sales going” with the minis, 
adding that they should emphasize 
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"The mini TVs have to be placed in a 
high traffic area of the store." 

—Mike Kelly, Alco Stereo TV Centers 
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the convenient features of the sets, 
and with black and white models, 
the price. “Size is very important 
for the appeal of the minis,” he 
explains, “and when they are to be 
promoted as gift items, so is the 
price. The price cannot go above a 
certain point.” 

The inclusion of radios w'ith some 
models “make for a complete 
entertainment center,” and this can 
help sales, according to Chen. 
“Radio is a very important feature, 
and we find the models which 
include the radio generally do much 
better,” he observes. 

Judd, at Zenith Distributors of 
New York, says “stepped-down 
models don’t move as well” as 
those including the radio options, 
DC or battery operation, and clock 
functions. He cites sales of Zenith’s 
tw'o available five-inch black and 
white models in making his point. 
“The radio functions have proven 
critical to sales. We’ve got two 
black and white sets with five-inch 
screens, the same dimensions, but 
the Explorer, the model with the 
radio and alarm clock, seems to sell 
twice the number of units as the 
other set.” 

Mini Display 

Judd advises the retailers he 
deals with to always display the 
mini sets in operation. “They must 
be shown in operation, running on 
batteries. That’s what attracts 
people—to see a television set that 
can run on batteries,” he states. 
For the retailer who does a good job 
of presenting the mini TVs to the 
consumer, the category offers 
“more profit potential, anywhere 
from 10 to 30 points, depending on 
who’s doing the selling,” but, he 
adds, “You have to display them to 
sell them.” 

RCA’s Valencia says, “Display of 
the mini TVs just gets back to basic 
display of product. It’s not a 
category that can be used as a 
promotional item. Sometimes it can 
be with the nine-inch models, but 
when you get down to the five-inch 
products, you are no longer selling 
price point to the customer. The 
mini TV is a portable product that 
becomes an add-on purchase, 
rather than a basic set. The fact that 
it has sold well is a testimony that 
the mini TV is an important product 
niche in the market for the 
manufacturer to try and fill.” 

With the mini TV having estab¬ 
lished itself as a permanent fixture 



Sony’s Watchman—Circle No. 
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in the television market, manufac¬ 
turers are striving to introduce 
new products which will gather 
sales from the public fascination 
with anything that is small, yet still 
technologically satisfying. Two 
manufacturers which recently un¬ 
veiled products which have gath¬ 
ered a great deal of attention for 
the mini-TV category are Seiko and 
Sony. 

In late June, Seiko unveiled a 
prototype of the first true wrist TV. 
A 1.2-inch liquid crystal display 



RCA’s five inch AGR056—Circle 
No. 274 on product card 


screen was especially developed for 
the TV, and together with the unit’s 
timepiece weighs only 50 grams. 
The unit’s separate receiver unit is 
also capable of FM radio reception, 
and sound for both the TV and radio 
is transmitted through headphones. 
Pricing and availability date of the 
wrist TV are still to be decided by 
the manufacturer. 

Earlier in the year, Sony announ¬ 
ced plans to follow' its successful 
Walkman line of portable stereos 
with the Watchman, a similarly 
sized mini black and white TV with 
a two-inch screen. While the compa¬ 
ny already has several offerings in the 
mini TV category, the compact size 
and specially developed TV picture 
tube of the Watchman seem to assure 
it a broad based appeal among con¬ 
sumers. 

Dick Komiyama, Sony vice presi¬ 
dent of consumer video products, 
says the Watchman two-inch 
screen, “should help overall sales 
in the black and white area.” 
He says the mini TVs “are a very 
handy, convenient item and they 
are a good type of item for Christ¬ 
mastime as a gift.” This year, 
however, the Watchman will only 
be available in limited numbers 
before Christmas, and any boost the 
set could give to monochrome sales 
will not be felt until next year. 

In the meantime, Komiyama says 
people have to see the uniqueness 
of the set. and for that reason Sony 
will be launching a publicity 
campaign for the model in the fall, 
with an advertising program to 
follow as availability of the unit 
increases early next year. Pricing on 
the Watchman units (to be available 
in limited numbers later this year) 
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"The mini TV is a portable product 
that becomes an add-on purchase." 
—Arnold Valencia, RCA 


has yet to be decided, according to 
Komiyama. 

While he says there are presently 
no firm plans for further applica¬ 
tions of the special cathode ray Flat 
Display tube developed for the 
Watchman, he says there may be 
applications in the future. 

“With application of this new TV 
tube technology we can see the use 
of this type tube primarily because 
of its space-saving features,” he 
observes. A reduction in the size of 
televisions in general, he says, could 
be one logical extension of this 
technology. 

Looking to the future of the 
mini-TV category. Alco’s Kelly 
predicts it will strengthen its sales 
picture in the years ahead. “The 
mini TV looks like one of the growth 
areas of TV because of the 
portability if offers. People are more 
on the go these days and they are 
looking for smaller sets. They’ve 
already got the second TV set in 
their bedroom and now they want 
something that they can take out to 
the patio or out camping w ith them. 
1 believe this market will get even 


stronger as time goes on,” he 
states. 

John McCallister, vice president 
of marketing. Zenith, says growth 
in the mini-TV category “is an 
indication of changes in the 
lifestyle of people. Whereas several 
years ago a family might go out to a 
movie, or on a vacation, they are 
staying home more now, and 
moving towards less expensive 
forms of entertainment; things they 
can do near home. This provides a 
continually growing market for the 
mini TV.”B 

This story was researched and 
written by Mike Antoniak. 
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FCC approves decoder 


WASHINGTON, DC—The Federal 
Communications Commission has 
approved an application filed by the 
Sony Corporation of America for 
its newdy developed subscription 
television (STV) encoding/decoding 
system. The new r system, called 
AESOP-I, will be used by the Amer¬ 
ican Broadcasting Company’s 
Home Video Network when it be¬ 
gins broadcasting its programming 
in early 1983. 

Sony’s new’ encoding and decod¬ 
ing system will enable HVN to 
broadcast program material to its 
subscribers in scrambled form for 

Study expects 

CLEVELAND—By 1995, Ameri¬ 
cans will be making 20 percent of 
their retail purchases through 
computer systems called electronic 
fund transfers (EFTs), according to 
a recently released study by Predi¬ 
casts, Inc., a business and informa¬ 
tion and market research firm. 

The study reports that 80 percent 
of the 90 billion retail transactions 
completed in the U.S. during 1980 
were made in cash, 10 percent were 
made by check, and eight percent 
were in the form of charge ac¬ 
counts. Only two percent of the 
transactions were in the form of 
EFTs, which use computers to 
instantaneously transfer funds from 
a buyer’s bank account to the seller’s 
account. 

By 1995, Predicasts believes, 
Americans will be relying less on 
cash to complete retail transactions, 
predicting that at that time cash 


recording during nightttime hours. 

The scrambled signal is to be 
recorded at the subscriber’s home 
on either an owned or leased video¬ 
cassette recorder equipped with the 
decoder. The subscriber can then 
replay the recorded scrambled pro¬ 
gram at his convenience through 
the decoder, which will be compat¬ 
ible with virtually all VCRs. 

AESOP-I was developed to let 
broadcasters use the TV broadcast 
spectrum more efficiently by per¬ 
mitting them to transmit program¬ 
ming during unused broadcast time 
for recording and later viewing. 

buying change 

will account for 67 percent of the 
transactions. At the same time EFTs 
are expected to increase to 20 per¬ 
cent, while charge accounts will 
decrease to four percent, and check¬ 
ing accounts will drop slightly to 
nine percent. The Predicast study 
points out that the key factor limit¬ 
ing the growth of EFTs in the re¬ 
tail sector is consumer rejection of 
a “cashless society.” Specifically, 
consumers fear that computer based 
information about their finances 
and purchasing behavior could 
lead to misuse. 

These future trends in consumer 
purchasing techniques are among 
the findings of the 100 page study 
Data Communications Systems and 
Equipment prepared by Neil Di 
Geronimo, Predicast’s manager of 
high technology analysis. The report 
also reviews the industry structure 
as w r ell as its future outlook. 
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TEVPE to market computer games 


NEW YORK—Thorn EMI Video 
Enterprises reports it has 21 
computer games available for the 
Atari 400/800 and Commodore VIC 
20 computers. 

While the firm promises that 
these entries are just the first of a 
larger number of planned introduc¬ 
tions. it also reports it intends to 
expand beyond the Atari and 
Commodore machines and will soon 
have additional programs for other 
leading consumer computers. 

Among the hottest titles from 
TEVPE are Submarine Commander 
and Jumbo Jet Pilot, two real-life 
like simulations; action games 
including River Rescue, Kickback, 
and Soccer; a Nursery Rhyme 
computer puzzle developed especi¬ 
ally for children; and Figure Fun, 
described as an educational pro¬ 


TEVPE’s software includes programs for Atari and Commodore. 


gram that is also entertaining. 

Mary of the programs are 
capable of multiple player action, 
and almost all contain numerous 
game-plaving variations. 

TEVPE is promoting the games in 


four-color brochures as “The 
world’s greatest TV games.” TV ads 
are also planned. 

Computer Games—Circle No. 
196 on product card 




Reader’s Digest has Edu-Disks 


Spectravision 
entering field 
with three titles 

NEW YORK—Spectravision an¬ 
nounces computer software games 
are available from the firm for the 
Commodore VIC 20. 

Already in the video game mar¬ 
ket, Spectravision’s three initial 
computer software games include 
Cave In, Number Crunch, and 
Reagonomics. 

Cave In is played by one or two 
players who must dig furiously to 
get out from under a massive mine- 
shaft cave in. The object is to dig out 
of the life-threatening disaster as 
fast as possible before being buried 
alive. 

Number Crunch is a multi-level, 
educational mathematical computer 
game for children and adults. It is 
designed to increase the student’s 
mathematical abilities as well as to 
have fun in the process, states 
Spectravision. 

The “soon to be most talked 
about” computer game, says Spec¬ 
travision, is Reagonomics. 

The player is in total charge of the 
nation’s gross national product. 
Through a series of income and ex¬ 
pense charts and graphs, associa¬ 
tion words and major worldly events 
(worldwide monetary crisis, plum¬ 
meting stock market prices) the 
player must work his way through 
many obstacles that would affect 
the delicate balances of creating a 
balanced budget. The objective is to 
end up with a fiscally sound gross 
national product. 

All three games are designed 
with both child and adult levels. 
Suggested retail price for each 
software game is $35. 

Computer Software—Circle No. 
200 on product card 


PLEASANTVILLE, NY—Scheduled 
for release this fall are four more 
personal computing programs in the 
Reader’s Digest educational soft¬ 
ware series known as Edu-Disks. 

Joining a previously released 
mathematics package will be Pro¬ 
blem-Solving Strategies and Vo¬ 
cabulary/Language Arts. 

Problem-Solving Strategies, for 
ages 10 to adult, will teach logical 
thinking and decision-making 
through a series of programmed 
exercises that cover such skill areas 
as graphing, diagramming, and 
creative number lines. 

The package is designed to be 
used with any math, science or 
reading program, according to the 
manufacturer. 

The Vocabulary/Language Arts 
series consists of three animated, 
highly interactive word-game pro¬ 
grams: Key Lingo, Trickster Coyote 
and Chambers of Vocab. The 
programs are designed to help 
boost vocabulary skill levels of 
students from age 10 to adult. 

The programs are intended for use 


with the Apple II, Apple II Plus, and 
TRS-80 Model III system. 

Reader’s Digest’s first business- 
oriented application package for 
personal computer users is List- 
maker, a list management program. 

Designed for use by businesses, 
as well as schools, clubs, and other 
membership organizations that 
keep names, addresses, telephone 
numbers, and related records on 
file, the program is scheduled for a 
late summer release. Among the 
program’s special features, says the 
maker, are 13 separate printing 
applications, a sort and search 
capacity on 12 different and multi¬ 
ple fields, and maintenance of 
five-digit, nine-digit, and foreign 
zip codes. 

Listmaker will be available in 
various versions that can run on 
the TRS-80 Models I and III, the 
Apple II and Apple II Plus, and 
the Atari 800. 

Edu-Disks—Circle No. 188 on 
product card 

Listmaker—Circle No. 189 


PDVs Oswald is adventurous 


GREENWICH, CT—Program De¬ 
sign announces release of The 
Adventures of Oswald, a combina¬ 
tion game and story for Atari 
computers that incorporates voice 
narration, graphics, color, music, 
and sound effects. 

The program is designed for 
children ages three to six and is a 
unique way to introduce children 
to the world of computers, states 
the maker. 

Oswald is a friendly young boy 
who delights in showing people his 
room. He likes to show off, too. By 
using the joystick, a child can make 
Oswald w f alk, climb, and jump. 


When Oswald falls into a long, dark 
tunnel, he needs help to climb out. 
“Please move your joystick and get 
me to the door! And hurry,” he 
pleads. The child must then guide 
Oswald through a series of rooms 
to complete the game. 

The Adventures of Oswald is 
available for use on Atari 400/800 
computers. The cassette version, 
w'hich requires a memory of at least 
16K, retails for $16.95. The disk 
version, w'hich requires 24K, retails 
for $23.95. 

Adventures of Oswald—Circle 

No. 193 on product card 


The Gold Standard 
is available right now. 
Call your Maxell regional 
sales representative. 

Maine, Vermont. New Hampshire, 

Rhode Island, Massachusetts, 
Connecticut 

COMPUTER ASSOCIATES 
(617) 245-8411 

Metro New York. Northern New Jersey 

TMC SALES 
(201)944-8340 
(212) 563-5185 

Upstate New York 

PASTON-HUNTER COMPANY 
(315) 437-2992 

Delaware. Maryland, Virginia, 

Southern New Jersey and 
Eastern Pennsylvania 

AB8J SALES 

(215) 783-7011 

Western Pennsylvania, West Virginia 

AURORA SALES ASSOCIATES 
(412) 243-4171 

North Carolina, South Carolina 

TOP SALES COMPANY, INC. 

(704) 372-9527 

Georgia. Tennessee. Alabama, 
Mississippi 

TURNER & ASSOCIATES 
(404) 953-3616 

Florida 

MARKETDYNE, INC. 

(305) 592-9900 

Ohio 

BRENNAN & HOWARD, INC. 

(216) 867-7550 

Michigan 

MICRO MARKETING 

(313) 540-4453 

Indiana, Kentucky 

KING MARKETING SYSTEMS, INC. 

(317) 842-3388 

Illinois, Wisconsin 

STEFFEY MARKETING ASSOCIATES 
(312) 480-3575 

Minnesota, North Dakota, South Dakota 

SMITH ENGINEERING 
(612) 646-4851 

Missouri. Nebraska, Iowa, Kansas 

TECHNICAL REPRESENTATIVES, INC. 

(314) 291-0001 

Texas. Oklahoma 

TARTAN SALES COMPANY 
(214) 742-1685 

Northern California, Northern Nevada 

WILKINS-MASON DE LOSADA 
MARKETING, INC. 

(415) 428-1100 

Southern California 

THE CFR GROUP 
(213) 390-8591 

Colorado, Utah, Idaho, Wyoming, 
Montana, Southern Nevada, Alaska 

SCHREYER ASSOCIATES, INC. 

(801) 272-8893 

Arizona. New Mexico 

KUHN MARKETING, INC. 

(602) 840-1013 

Oregon, Washington 

RICHARD REEVES & ASSOCIATES 
(503) 292-3585 

Hawaii 

C8d SALES 
(808) 671-5384 

Canada 

GRIFFCO MARKETING 

(416) 625-6559 


maxell 

Computer Products Division 
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In an age when new standards are constantly emerging, 
one disk consistently meets or exceeds them all. 

Maxell.The Gold Standard. 


I 



drop-out free at the time of manufacture. You can 
depend on this quality protecting your valuable 
programs and programming time, indefinitely. 
We’ve run disks over ten million passes under 
conditions designed to find weak points and wear. 
We couldn’t. And you won’t. 

There is a Maxell disk for the 
floppy system you use, or plan 
to use. Check your computer’s 
instructions. Or write for our 
complete, highly informative 
brochure. 

When you set the Gold 
Standard as your level of 
quality, you’ll benefit from 
improved disk performance, 
immediately. Bank on it. 


Not all disks are created equal. Some are better 
than others. To find out what’s best for you, look for 
Maxell disks. They now carry the Gold Standard 
symbol of quality. It’s your assurance Maxell disks 
meet or exceed every definition of quality. No matter 
who establishes it. We’ve earned this universal supe¬ 
riority by never relaxing our rnmmmmmtmmmmmm 
uniquely demanding quality _ 

control. Every aspect of manu¬ 
facturing is checked, then | maxejj I 
checked again. ppi 

Your benefits are many. . 

Take the perpetual problem of | ri , a xrfj 

drop-outs. A drop-out is a tiny 7n5f W 

defect that wastes time and | 

degrades computer occur- I v - r 

acy and performance. Now 1 

that you understand what a 
drop-out is, forget it. Maxell 
disks don’t have any. Each 
disk comes to you certified 


maxell 


Maxell Computer Products Division, 60 Oxford Drive, Moonachie, N.J. 07074, 201-440-8020 


Circle No. 77 on product card 
























Floor planning gains in electronics 

Cover Story ) 


Continued from Page 1 
(at a discount) within a short period 
after shipping, and it also increases 
the amount of product that a maker 
can have on dealers' floors. 

There arc variations of the 
standard arrangements, and inter¬ 
est rates, interest-free periods, and 
credit lines vary from one dealer to 
another. But in all cases, floor 
planning can help cash-poor dealers 
to carry inventory, freeing capital 
for promotions, expansions, or just 
meeting a payroll. Tight inventory 
control is a necessity for dealers 
who floor plan, and the programs do 
not replace the need for smart 
buying. During times when bank 


electronics manufacturer does not 
floor plan directly because it uses 
two-step distribution. Floor plan¬ 
ning is done with the distributor, 
but RCA does supply its distributors 
with financial assistance for floor 
planning, says Albers. He sums up 
floor planning as a way a dealer can 
get adequate financing to carry a 
manufacturer's product, adding 
that there has not been a major 
increase in floor planning during 
the current recession. “It's a pretty 
stable figure,” he comments, “as to 
what dealers are doing floor 
planning. A distributor, in economic 
times like these, is smart to use 
floor planning because it gives him 
adequate cash flow in a hurry.” 

RCA's floor-planning arrange¬ 
ments are made through Borg- 
Warner Acceptance, Chicago; Ap¬ 


"We've spent a iot of time at shows 
soliciting all the manufacturers." 

—Mike Russell, Westinghouse Credit 


loans are difficult to secure and 
interest rates are high, floor 
planning provides both inventory 
and cash flow to dealers without 
increasing bank indebtedness. 

Floor planning for televisions has 
not increased in recent years, as 
most dealers are familiar with the 
programs and many have been 
flooring for as long as 30 years. 

Dollars Increased 

“Dollars have increased due to 
inflation and pricing and mix of 
models," says Judd Albers, RCA's 
vice president of financial opera¬ 
tions, “but as far as participation by 
dealers and distributors, it hasn't 
varied too much. After you get to a 
certain percentage of floor plan¬ 
ning, you run into the big majors, 
like Abraham & Strauss, and 
sometimes they arc prohibited from 
floor planning because of their bank 
borrowing.” 

The Indianapolis television and 


pliance Buyers Credit Corporation, 
Benton Harbor, MI; Finance Amer¬ 
ica, Allentown, PA; Westinghouse 
Credit Corporation. Pittsburgh; and 
ITT Diversified Credit Corporation, 
St. Louis. 

One of the RCA dealers, Key¬ 
stone Appliance in North Ber¬ 
gen, NJ, has been floor planning for 
25 years with manufacturers such as 
GE, Whirlpool, Friedrich, and 
Westinghouse. Secretary/treasurer 
Elizabeth Napolecano says, “We're 
very happy with floor planning. We 
keep excellent track of our inven¬ 
tory, and have no problems." She 
says inventory control is the key to 
using floor-planning programs. 
Electronics manufacturers must use 
floor planning because the products 
are not moving well, she says, but 
notes that the 5,000-square-foot 
store does not floor plan its Sony 
audio products. 

As opposed to TV/appliancc 
dealers like Keystone who have 



SOUND WARS WINNER: Greg Kendrick of Granite Falls, NC, shown 
holding trophy, won a Pioneer Syscom 220 home stereo system 
after his autosound components were judged to be the best in the 
Carolinas. Judging in the Pioneer Electronics Sound Wars competi¬ 
tion was done by a panel of experts. Kendrick competed against 250 
others from North and South Carolina, winning his regional contest 
at The Music Eye in Hickory and the finals at the Charlotte Motor 
Speedway. Pictured with Kendrick are Jack Reid and Karl Giles of 
Metrolina Audio and Doug Cannon of The Music Eye. 
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done floor planning for years, 
computer dealers are a recent 
addition to the client list of many 
finance companies. Westinghouse 
Credit Corporation has “at least 
tripled” the number of computer 
dealers it works with, according to 
Mike Russell, national accounts 
manager of the financial services 
group. He ascribes this increase to 
“an effort to get as heavily involved 
in that market as we can. We've 
spent a lot of time at the shows 
around the country soliciting all the 
manufacturers we can get to." 

Computers Targeted 

Westinghouse has targeted the 
computer arena because it is a new 
and growing industry, says Russell. 
“The dealers are just starting, and 
as they grow, they find their need to 
finance inventory grows, and we 
find that they are a better place for 
us to invest our money.” He 
estimates that 20 to 25 percent of all 
electronics retailers are participa¬ 
ting in floor-planning programs, 
and 75 to 80 percent of TV/appli¬ 
ancc dealers are doing so. 

Comparing the use of floor 
planning for computer dealers and 
audio or video dealers, Russell 
comments that the primary distri¬ 
bution between them is the 
frequency of inventory turnover. 
“The turn figures for computer 
dealers arc a little faster than for 
audio/video dealers," he observes. 
“The product is not as available as 
arc other electronics. They don't 
have to sell as many to maintain the 


ademy Computers, such as the time 
last Christmas when the store ua- 
short of cash because of a corporate 
restructuring and other growth- 
related difficulties. This situation 
caused Scran to work with both 
Westinghouse and ITT Diversified 
Credit to finance his inventory for 
the month. Seran says that finance 
companies are making their profit 
on dealers who don’t manage their 
inventory well or are having other 
difficulties. “We use it when we're 
in transition,” he explains, “when 
we're experiencing growth spurts, 
and then we use it as a tool to be a 
better-stocked store. But first we 
buy from Apple, who we have terms 
with, and then we buy from ITT. 
and we go back and forth to make 
sure we don’t miss anything. Every 
time we do something with ITT we 
clear the books and start with a 
clean slate. If you neglect to pay for 
something, or it goes out of stock, 
and it goes over 30 days, then you 
have interest expenses.” 

The paperwork and administra¬ 
tion of floor planning is a difficult 
task for a store in the fast-growing 
computer business, says Seran. He 
says that ComputerLand stores in 
San Francisco mark each product if 
it has been floor planned so the 
store can pay ITT when it is sold. 
“Consequently,” he adds, “they 
have interest expenses. Two per¬ 
cent every month in a competitive 
environment gets to be expensive. 
You start selling at a loss. We can’t 
afford one or two percent. We’re an 
extremely profitable operation, but 


"If you get behind, and you miss a 
lick, then it gets expensive." 

—Tony Seran, Academy Computers 


same profit level, so they don’t need 
to stock as many.” 

Westinghouse Credit used to do 
floor planning with Academy Com¬ 
puters in Colorado Springs, CO. 
says the president of the 5,000- 
square-foot store, Tony Seran. 
Because Academy didn't do a lot of 
business and paid promptly, claims 
Scran, Westinghouse cut off his line 
of credit. “Westinghouse wants a 
dealer who is going to make them a 
lot of money,” he says, one that 
won't be able to move a computer in 
the 90-day interest-free period. 
“Their concern is not the dealer. 
Westinghouse Credit is in the 
business of lending money, and 
they want to do it in volume.” 

Overall, says Seran, floor plan¬ 
ning has worked for him. “Any 
dealer who doesn't take advantage 
of it is a fool,” he says. “But if you 
get behind, and you miss a lick, 
then it gets expensive. That cuts 
into profits, which cuts into cash 
flow, and that’s a real problem. 
Floor planning is designed to 
improve cash flow, and if it starts 
cutting into your cash flow because 
of poor administration, then it 
defeats the purpose." 

Floor planning has helped Ac¬ 


wc've never been able to master 
ITT full time. Heck, you get a $19 
bill, it’s one thing, but when you 
start getting $175 in interest 
expenses because someone neglect¬ 
ed to send a check or keep track of 
what was sold, that’s something 
else." 

Direct is Better 

Seran prefers to work wJth ITT 
Diversified Credit because ITT 
works with Apple Computer direct¬ 
ly, and Westinghouse works with 
distributors. Dealers apply to ITT. 
Scran explains, “and if you don’t do 
business, they don't eare, because 
Apple has thousands of dealers. We 
don't have to have ITT on our 
books, we don't have to accrue 
interest expenses, all we have to do 
is to take advantage of it when it 
helps us, the dealers, sell Apple 
products. Westinghouse Credit 
w'ent through distributors who 
didn't have committed dealer 
bases." 

Whereas Seran is able to use floor 
planning selectively to meet partic¬ 
ular needs at particular times, some 
dealers feel they do not need it at 
all. Few audio dealers are familiar 
with floor-planning arrangements. 














"It's an advantage for the dealers 
because they have more time to pay." 
—Rose Ann Zuba, US JVC 


and stereo components are relative¬ 
ly low in price and slow moving to 
benefit from the credit lines and 
interest-free period that floor plan¬ 
ning permits. However, American 
Acceptance Corporation, Norris¬ 
town, PA, added Akai America 
Limited to its client list in the past 
year, although sales vice president 
Joe Lombardo explains that the 
program got off to a slow start. 

“It seemed to be a new concept to 
their people,” he says. “Now it’s 
starting to take off and it’s really 
helping the sales personnel of Akai. 
It’s helping them get more product 
out there and making the dealers 
take the full line.” American 
Acceptance is hoping to add over 10 
to 20 percent of Akai dealerships to 
its program. 

Credit lines are not set by 
American Acceptance, explains 
Lombardo, but are recommended 
by the individual manufacturer. The 
finance company also differs from 
most in that it will customize 
programs, allowing as many as 180 
days without interest or arranging 
scheduled liquidation programs. 

Dealers might hesitate doing 
floor planning because of the 
recession, says Lombardo, because 
“They are being very careful in 
their inventory, and there’s always 
the feeling that with these incent¬ 
ives, such as 90 days interest free, 
they could overstock. 

Factoring 

Another way besides floor plan¬ 
ning that manufacturers can use to 
improve cash flow is factoring, 
where a finance company acts as the 
credit department for a manufac¬ 
turer or importer. The factor will do 
the bookkeeping, collect the money, 
and, for importers, open letters of 
credit. One of the largest factors is 
Meinhard-Commercial, New York, 
which has a yearly volume of ap¬ 
proximately S3 billion, with a small 
percentage of that in electronics, ac¬ 
cording to vice president and dir¬ 
ector of sales Barry Pearl. 

After having no electronics ac¬ 
counts a year ago, Meinhard has ad¬ 
ded “a few,” and Pearl says, 
“We’re going to continue to go 
after it, and get our share of the 
business. It’s a tough market out 
there. This past year has been 
rough for the electronic people.” 
He says that electronics have not 
been doing any better than other in¬ 
dustries during the recession: “If 
you only have X amount of dollars,” 
he points out, “you’re probably not 
going to go out and buy a new 
stereo.” 

Having only one general credit 
line through a floor-planning com¬ 
pany may be a disadvantage for 
dealers, says Rose Ann Zuba, the 
floor planning specialist for JVC 
Corporation, Elmwood Park, NJ. 
“It’s not a credit line for JVC, a 
credit line for another manufac¬ 
turer, it’s just one credit line,” she 
points out. “And to some dealers 
that’s a disadvantage because that 
limits the amount of credit they can 
get. But it’s an advantage for 
dealers because they have more time 
to pay, and it’s an advantage for the 
manufacturer because they get paid 
within 15 days.” 


Zuba takes care of 60 JVC 
dealers, which is an increase over 
last year. JVC works with Westing- 
house, Borg-Warner, General 
Electric Credit, and ITT Diversified, 
she notes. Sales for dealers with 
floor-planning programs were high¬ 
er than other dealers’ sales in May 
and June of this year, she reports, 
because “during certain months, 


when buying is very tight, floor 
planning makes dealers more aware 
of the inventory levels. The 
floor-plan companies do inspec¬ 
tions, and they go in every once and 
a while to take an inventory count, 
so things are kept more organized.” 

Floor planning is especially good 
for a small business starting out or a 
small-volume buyer, as well as 


dealers adding new product lines, 
Zuba says. JVC has a special 
program for open-account dealers to 
get them to try floor planning. The 
demo program grants a 10 percent 
discount and allows 120 days for the 
dealer to pay. “We’re trying to 
incorporate the regular program for 
open-account dealers into the floor 
arrangements,” she explains. 
“We’re trying to give as many 
advantages as we can to floor-plan¬ 
ning dealers because we feel it is 
the best way to do business, 
especially the way the economy 
is.”B 

This article was researched and 
written by William Burton. 


IF YOU PLAN TO ESTABLISH OR EXPAND HOME VIDEO OPERATIONS IN THE 
INTERNATIONAL MARKET, YOU DON'T WANT TO MISS THE 

ITA SECOND ANNUAL INDUSTRY SPONSORED 

EUROPEAN HOME VIDEO SEMINAR - '82 




OCTOBER 12-13-14, 1982 
NEW PALAIS DES FESTIVALS 
CANNES. FRANCE 


In Conjunction With 


1 


VIDCOM BE 


THREE DAYS BEFORE VIDCOM '82. SEMINAR 
STARTS WITH A WELCOMING COCKTAIL RECEPTION 
OCTOBER 12 AND ENDS OCTOBER 14. VIDCOM '82 
STARTS OCTOBER 15. ATTEND THE SEMINAR AND 
VIDCOM AND SPEND UNDIVIDED TIME AT THESE IM¬ 
PORTANT EVENTS. BOTH ARE HELD AT THE NEW 
PALAIS DES FESTIVALS. 


TOPICS AND SPEAKERS COVER THE ENTIRE SPECTRUM OF HOME 
VIDEO IN EUROPE AND THROUGHOUT THE WORLD. 


TOPICS INCLUDE: 

• THE WORLD ECONOMIC CLIMATE - ITS IMPACT 
ON EUROPE/A REPORT BY TIME MAGAZINE 

• HOMEVIDEO/A BOOMING INDUSTRY 

• A STUDY AND REPORT OF VIDEOCASSETTES IN 
EACH MAJOR EUROPEAN MARKET 

• DISTRIBUTOR AND DEALER PROBLEMS/INCLUD¬ 
ING RENTAL SCHEMES, SALES, DIFFICULTIES OF 
CARRYING A LARGE INVENTORY, IS IT NECES¬ 
SARY TO HAVE SO MANY RELEASES, PROBLEMS IN 
FINANCING, ARE THEfiE TOO MANY DEALERS, 


PIRACY AND OTHER DIFFICULTIES 

• A LOOK TO THE FUTURE OF HOMEVIDEO/EX- 
PERTS DISCUSS VIDEO CASSETTE RECORDERS. 
VIDEODISCS. VIDEOCASSETTES. STEREO. CAM¬ 
ERAS, ETC. 

• THE THREAT OF CENSORSHIP 

• VIDEO OPPORTUNITIES FOR THE FILM COM¬ 
PANIES 

• THE ART OF INTERACTIVE VIDEO 


• FIGHTING PIRACY 

• ASSESSMENT OF CABLE, PAY TV AND DIRECT 
BROADCAST SATELLITE/THEIR IMPACT ON HOME- 
VIDEO IN EUROPE 

• NEW TECHNICAL TRENDS 

• THE EMERGING HOMEVIDEO MARKET IN 
SOUTH AMERICA 

• A REPORT ON 8MM TAPE 
AND MORE! 


SIMULTANEOUS TRANSLATIONS IN FRENCH, GERMAN AND ENGLISH 


YOU CAN GAIN KNOWLEDGE FROM THESE SPEAKERS: 


JACQUES FAYARD 

Thomson Brondt (Franc*) 

TIM STEEL 

Sony Ltd. (U.K.) 

WILLIAM DEN TUINDER 

N.V. Philips 1 

Gloeilampenfabrieken (Netherlands) 

PETER HUTCHINGS 

3M Europe S.A. (Belgium) 

HORST ROSENBAUM 

Man Grundig Foundation 
(Germany) 


JEAN PIERRE 
WARNKE D HERINES 

Regie Cassette Video (France) 

DR. WOLFGANG BREDNER 

ITT Sc haub Lorenz (Germany) 

KAS KALBA 

Kalba Bowen Associates (U.S.) 

JOHN F. BIRD 

Mackintosh Consultants Co. Ltd. (U.K.) 

JAN W. KAREL 

N.V. Philips' 

Gloeilampenfabrieken (Netherlands/ 


DR. UWE SWIENTEK 

Becom A.G. (Germany) 

NATHALIE R. HOFFMAN. ESQ. 

Graham & James (U.S.) 

VAGN THERKEL PEDERSEN 

Select Video A.S. (Denmark) 

JAMES BOURAS ESQ. 

MPAA (U.S.) 

JOE ROIZEN 

Telegen (U.S.) 

BRIAN NORRIS 

MPEAA (U.K.) 


HANS J. VERSEMANN 

BASF A.G. (Germany) 

MARTIN ROBERTS 

Martin Roberts Associates (U.S.) 

MARTIN LINDSKOG 

Esselte Video A.B. (Sweden) 

RUUD TENSEN 

P.D. Magnetics B.V. (Netherlands) 

TIME MAGAZINE EXECUTIVE 
KEY RETAILERS IN EUROPE 


Plus additional speakers to be announced 


At our first ITA European Home Video Seminar last 
year, more than 100 were turned away because of 
limited capacity as attendance is limited to 300. If you 
are interested in attending, we suggest you do not 
delay phoning or telexing or writing for complete in¬ 
formation. 


•IN U.S. AND COUNTRIES OUTSIDE OF EUROPE: 

Mail to ITA, 10 Columbus Circle, New York, N.Y. 10019 
Tele: (212) 956-7110, TX: 421508. 

• IN EUROPE: Mail to Jack van Leeuwen. ITA, 

Merkelbach Loan 2, 5624 KR, Eindhoven, The Netherlands 
Tele: 040-433679; TX: 51047 
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Turntable 

(Cover Story} 

Continued from Page 1 
market, where consumers are step¬ 
ping up to turntables with straight 
arms, linear tracking, direct drive, 
programmability, quartz-controlled 
motors, or all of the above. And 
even turntables with all those feat¬ 
ures are being sold at or near cost 
by dealers desperate to move pro¬ 
duct. 

“There’s an overabundance of 
product,” notes Jim Maynard, vice 
president of audio for Hitachi Sales 
Corporation of America, Compton, 
CA, “and with the economy the way 
it is people appear to be buying on 
price. Margins are being cut and 
dealers are just trying to survive.” 
Because of high interest rates and 
the problems of financing inventory 
that just sits, Maynard says, only 
low-end turntables are selling. 

That isn’t stopping Hitachi from 
shipping its $1,000 DA-1000 turn¬ 
table in late October, even though it 
won’t even play the records that are 
now in record stores. The digital 
unit will not compete in sales with 
the standard turntables until 1983 
or 1984. say industry sources, but it 
is already casting a dark cloud over 
machines that only play the black 
vinyl records instead of the silvery- 
finished discs carrying digitally en¬ 
coded music. 

The bad news for the industry is 
the good news for consumers, with 
prices on the digital players likely to 
come down. Turntable buyers are 
already enjoying the benefits of lin¬ 
ear tracking and direct drive at low 
cost, and manufacturers expect that 
cartridges will become much easier 
to install as P-mount arms become 
more common on the units. 

An Import Market 

While most turntables were once 
manufactured in England or the 
U.S., the market is now dominated 
by the Japanese. U.S. customs 
figures show that 1,711,605 turn¬ 
tables (excluding changers) were 



Panasonic’s DC servo SL-H305— 
Circle No. 249 on product card 



Revox’s B791 tangential unit— 
Circle No. 241 on product card 


prices falling in a flat market 



Sansui’s direct-drive P-M7—Cir¬ 
cle No. 237 on product card 


imported in 1980 at a value of 
$107,469,452. In 1981, those figures 
increased to 2,459,780 units and 
$138,438,626. Thai works out to a 44 
percent increase in units imported. 
EIA figures indicate that 9.6 
percent of American households 
own a turntable, compared to 18.7 
percent owning a record changer. 

Estimates of the size of the 
market at retail show $322 million 
for 1981, up from $310 million in 
1980, a total of 2,304,000 units sold 
in 1981. No major changes are 
expected this year, with some 
makers predicting a two or three 
percent drop, a few are expecting a 
slight increase, and retailers sur¬ 
veyed generally are doing better 
this year with turntable sales. 

Because of the over-abundance of 
product and the resulting price 
cutting, Hitachi’s Maynard asserts 
that many dealers are selling at or 
near cost. “Some of them aren’t 
making anything,” he states. 
“They’re just turning merchandise. 
Credit is getting very tight with a lot 
of dealers, even though they’re 
large chains, and the smaller store 
has an even greater problem.” 

Sales Declining 

The market is declining at a rate 
of “at least” one or two percent 
each year, Maynard says. “Our 
turntable business was much better 
last year than it was this year. The 
linear-tracking turntables from 
some of our competitors have eaten 
into the market a great deal. When 
we get down into the $199 bracket, 
linear tracking is a very attractive 
buy.” Linear tracking, direct drive, 
and the P-mount cartridge are 
features that will become more 
prevalent in turntables, he predicts, 
noting that the straight tonearm has 
also had an effect on the market. 

On the digital turntable, Maynard 
does not expect it to affect standard 
turntable sales until 1984 or 1985. 
“We’re taking orders now,” he 
says. “But that will be a very small 
segment of the market because of 
the price and the availability of 
software. We’re thinking about 
maybe targeting for $1,000 coming 
in, and I look for it to come down to 



Onkyo’s auto-return CP-1017A— 
Circle No. 242 on product card 



Technics’ quartz SP-10MK3 turn¬ 
table—Circle No. 238 on prod¬ 
uct card 

probably $700 within a year. The 
audio industry is in need of 
something new. Music is still an 
important part of everyday life.” 

Falling Prices 

Echoing the words of Jim 
Maynard is Jack Doyle, president of 
Pioneer Electronics, Long Beach, 
CA. “The biggest problem that we 
face right now is that price points 
are coming down,” he says, citing 
the shrinking market. “There’s 
been a growth in the sale of cassette 
decks which has detracted from 
turntable sales.” He believes that 
dealers are buying more than they 
can sell, and that “they get carried 
away by the fact that all the features 


Sanyo’s fully automatic TPX-3 
turntable—Circle No. 239 on 
product card 

takes about 65 percent of turntable 
sales. 

Prices range from $80 to $280, 
with the strongest seller being 
Technics’ SLD-20 at $99. Margins 
(with a $60 to $85 cartridge) average 
40 points. Sarner stocks between 50 
and 100 of the SLD-20 and up to 24 
other Technics turntables. For the 
other manufacturers’ models, he 
finds that 12 is a good number to 
keep in stock. At the high end, the 
Yamaha P-751 has been doing best, 
moving consistently at the rate of 
six to eight a month. 

Price-cutting on turntables is a 
bad thing, Sarner believes, al¬ 
though he is able to maintain his 


"It's foolish to buy a belt-drive now. 
There's no more than $10 difference." 
—Larry Sarner, Stereo Village 


are available at lower prices. It’s 
very difficult right now to sell a 
high-end turntable.” 

Larry Sarner is the buyer for 
Stereo Village, a six-store chain 
carrying audio, video, computers 
and games, with three stores in 
Atlanta and three in New Orleans. 
Total annual sales are approximately 
$10 million. In business for five 
years, the store has about four 
percent of that volume in turn¬ 
tables, and is seeing that volume 
increasing. 

Stereo Village carries turntables 
made by Technics, Pioneer, Sanyo, 
JVC, and Yamaha because the 
manufacturers require that he buy 
the turntables along with other 
components, says Sarner. “I don’t 
like it, but I really have no choice,” 
he says. “You really can’t blame 
the manufacturers because they 
can’t stay in business selling the 
one hot item in a line.” Sarner says 
this isn’t too much of a problem for 
a dealer because there is a market 
for all of them, although Technics 


/ 

\ 



SR-B150/1 : 


Toshiba’s automatic SR-B150— 
Circle No. 243 on product card 


own margins. The dropping prices 
are caused by manufacturers over¬ 
producing and having to dump the 
goods to the dealers, he asserts. 
“It’s the same problem we have in 
video, where there’s so much price 
erosion. There’s so much equip¬ 
ment available.” 

The turntables in Stereo Village 
are set up on a rack to display about 
22 models. The rack takes up eight 
feet of wall space in the 4,000- 
square-foot store. Newspaper ad¬ 
vertising is done weekly, and 
promotions like warehouse sales or 
clearance sales are conducted every 
month. Dealer support for the 
Technics line is “totally incred¬ 
ible,” says Sarner, “it’s fantastic. 
They give you plenty of co-op funds, 
but you know, why be a pig?” 

Direct Drive 

Customers are looking for direct 
drive in turntables, observes Sar¬ 
ner. “They think it’s going to last 
longer than belt drive, which it 
won’t,” he says. “But the prices 
have come down on the promotional 
turntables to such a degree that 
pricewise it’s foolish to buy a 
belt-drive now. There’s' no more 
than $10 difference in the retail.” 
Linear tracking isn’t as important 
yet to customers, he asserts. 

Store buyers should not buy any 
more turntables than they can sell 
in 30 days, advises Sarner. His store 
is in the heart of Buckhcad, next to 
an outdoor restaurant and an art 
studio, with its biggest competitor 
Continued on Page 48 
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It's a Calculator! 
It's a Watch! 

a Game! 




REJA puts all three 
in the palm of one hand! 


It’s new SAGBALL™ made by Sakitron and distributed 
by Reja International — the company that delivers 
sophisticated products combining practicability and fun. 

SAGBALL™ is a three-in-one mini computer 
available in both child and adult styling. The calculator 
has memory function. The watch displays hour, minute 
and second. The soccer/rugby game plays like an arcade 
or home video game and can be programmed for varying 
skill levels. 

It’s functional, palm-sized and packs entertainment 
anywhere. 

SAGBALL™ is so small (only 3" x 5") it slips easily 
into a breast pocket or the comer of a backpack or 
briefcase. Yet its clear, distortion-firee playing screen Is 
almost double the size of the competition. Also, unlike 
the competition, SAGBALL™ adds a hit, or fire, button 


to the right and left movements. In addition to the 
competition’s single play against the computer, 
SAGBALL™ double play action enables two players to 
compete against each other when two units are 
connected with a special, available cable. 

SAGBALL™ offers so much more than the 
competition, Reja could price it considerably higher — 
but we haven’tl 

For more information about SAGBALL™, the 
competitively priced calculator/watch/computer 
game, contact REJA INTERNATIONAL, INC.; 3059 
Trenwest Drive; Winston-Salem, North Carolina 
27103; Telephone: (919) 768-9918; Telex: 806441 
REJA I NT WSL 

SALES REPRESENTATIVE INQUIRY INVITED 


Circle No. 26 on product card 











Turntables: lower prices, flat market 


Continued from Page 46 
down the street. “It’s a pretty 
active audio area here/’ he notes. 
“We have a large Sears a block and 
a half away. It’s a heavily trafficked 
area.’’ 

“The turntable is a tremendous 
item/’ says Sarner. “People aren’t 
buying as many systems as before, 
but they’re upgrading their turn¬ 
tables. There are a lot of individual 
turntable and cassette deck sales, 
more so than anything else.’’ Total 
sales for Stereo Village are up 
although profits are down, due to 
the large amount of video being 
sold, Sarner reports. Turntable 
sales are also up. “The audio 
business is very good,’’ he says. 
“What is hurting a retailer in this 
business who gets into other facets, 
is that video requires a very large 
inventory, and it turns very quickly 
but at very small dollar profit.’’ 

Customers are not aware of CD 
players, says Sarner, and he 


predicts it will be another Laser- 
Disc. “That I would stay away 
from,’’ he says. “I’d wait a while on 
that.’’ 

“We’re bringing the price down 
to a level that consumers can 
afford,’’ says Neil Blatt, national 
marketing manager for Technics, 
Secaucus, NJ. His firm recently cut 
the price of its SL-6 linear-tracking 
programmable turntable from $300 
to $260. He adds that Pacific Stereo 
recently bought an entire month’s 
production of Technics’ low-end 
linear-tracking turntable while on a 
buying trip in Japan. Blatt feels 
linear tracking will continue to 
increase its share of the turntable 
market as other makers follow 
Technics. 

Technics is also leading the move 
to the P-mount cartridge, and Blatt 
says that many cartridge makers, 
including Shure, Empire, Stanton, 
ADC, Pickering, Ortofon, ADC, and 
Audio Technica, will be making 
compatible cartridges. “And other 
manufacturers, in a very short time, 
will come out with P-mount 
turntables,’’ he predicts. 

Shrinking Market 

With an estimated one third of 
the turntable market, Technics has 
been the leading maker “for quite a 
long time,’’ claims Blatt. He sees 
the market shrinking at a rate of one 
percent annually. For dealers, 
however, he says that “the turn¬ 
table is a good strong vehicle to 
generate profits when they sell their 
cartridges.’’ He says that 60 to 70 
percent of Technics turntables are 
sold with systems (and Technics 
does not have a rack system). And 
his prediction on when the Compact 
Disc digital turntable will affect 
standard turntable sales is 1984 or 



JVC’s QU-A75 Turntable—Circle 
No. 244 on product card 


1985, with the image of the 
companies involved being affected 
in 1983. 

Turntable and all audio sales are 
“slightly up’’ over last year in B&B 
Appliance, part of a chain in 
Middleburg Heights, OH, accord¬ 
ing to audio manager Jeffrey 
Blumenthal. About 30 percent of 
the store is devoted to audio and it 
provides the same percent of sales 
for the 60-year-old outlet. Located 


across the street from a major 
shopping mall and near a furniture 
store, B&B carries an unusually 
esoteric selection of audio compon¬ 
ents for an appliance store, 
including turntables from Thorens, 
Luxman, Onkyo, Akai, Sansui, 
Kenwood, and Pioneer. 

“We’re a different type of 
appliance store,’’ Blumenthal says. 
“We’re really an audio specialist in 
an appliance store. We sell basically 
upper-end product.’’ Blumenthal 
buys those brands because those 
manufacturers “seem to be build¬ 
ing a quality product and pricing it 
afterward, rather than designing it 
to fit a particular price point.’’ 
Blumenthal criticizes Pioneer, Ken¬ 
wood, and Technics for giving price 
priority over quality. “It is difficult 



Harman/Kardon’s T60—Circle 
No. 247 on product card 



Thorens TD 115 Mk II—Circle 
No. 249 on product card 



Sherwood’s ST-903 linear-track¬ 
er—Circle No. 245 on product 
card 

to find good quality turntables,’’ he 
says, “everything has been going 
to cheap construction and lots of 
plastic and lots of gimmicks and 
cosmetics rather than perfor¬ 
mance.’* 

“When they are designing the 
table, they say, ‘We need a direct 
drive fully automatic table to retail 
at $139/ and they’ll build it, rather 
than build a good quality product. 
They seem to have adopted an 



Luxman’s direct-drive PD-289— 
Circle No. 251 on product card 


attitude that customers will not pay 
for quality,’’ he continues. B&B is 
selling a lot of these promotional 
models from Pioneer and Kenwood, 
Blumenthal says, but he is also 
selling the “better quality’’ models 
from those lines as well as Thorens 
and Luxman units. 

Prices range from $80 to $1,500, 
with sales concentrated between 
$120 and $150, but with “quite a bit 
of activity between $250 and $400/’ 
Blumenthal states. “Two of the 
Akai models have done quite well. 
And the Thorens line has also done 
quite well.’’ 

B&B stocks more of the lower- 
end turntables, about 60 of the 
lower-priced Akai, but only three or 
four of the higher-end pieces. 



Yamaha’s semi-automatic P-200 
turntable—Circle No. 248 on 
product card 



Kyocera’s PL-901—Circle No. 
250 on product card 



Kenwood’s direct-drive L-D70— 
Circle No. 246 on product card 


Inventory is a little heavy now, 
Blumenthal says, because he has 
been taking advantage of special 
buys and stocking up for fall. He 
does not see makers dumping 
product on the market; “Manufact¬ 
urers are running scared, and are 
not producing that much, and are a 
little surprised that the business is 
there, and they’re having a difficult 
time delivering goods. Akai is one 
of those.’’ 

People have become more con¬ 
scious of inventory levels in the past 



Scott’s PS48A—Circle No. 252 
on product card 


year, Blumenthal asserts. He says, 
“The Japanese have begun to 
realize that America is not a 
bottomless pit, and we’ve had 
legitimate shortages from certain 
manufacturers. Kenwood, for one.’’ 

Only 25 percent of turntables are 
sold as part of a complete package 
from B&B, says the audio manager, 
with most sales being upgrades and 
replacements. The turntables arc 
set up both in systems and as part of 
a general components display. They 
occupy 15 to 20 percent of the audio 
section of the store, Blumenthal 
estimates. 

Linear Tracking 

Dealer support is “nothing really 
spectacular,’’ he notes. “I haven’t 
seen anything unusual in P-O-P, 
unless there has been a unique 
product such as the linear trackers 
or the vertical turntables that 
display well.’* Linear tracking will 
go through a similar cycle as direct 
drive, Blumenthal believes, “I think 
it will take over a pretty large 
segment of the turntable business. 
But like what is happening with 
direct drive, when linear tracking 
first came out, it was on esoteric 
product, and now it’s filtering down 
so you can buy a linear-tracking 
table at retail for $160. It’s like a 
$100 direct-drive turntable; it’s not 
built with performance in mind. It’s 
built with saleability in mind.’’ 

When a customer comes into an 
audio store and asks for the 


"Everything has been going to cheap 
construction and lots of plastic." 
—Jeff Blumenthal, B&B Appliance 
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cheapest linear-tracking turntable 
in stock, he or she may be 
disappointed by its performance 
and regret having bought on price, 
Blumenthal says: “The customers 
are not as dumb as the manufact¬ 
urers seem to think they are.” 
Educated customers are aware of 
digital audio but are feeling 
cautious about it, he adds, saying 
that smart buyers are also going to 
wait and see what happens with 
pricing and software. “When they 
begin to ship, we will definitely 
have a digital disc display for 
demonstration, but we will not 
promote or sell it until I can see the 
commitment from the manufact¬ 
urers,” he concludes. 

In contrast to executives at 
Pioneer and Hitachi, Tom Yoda of 
Sansui doesn’t see a problem from 
price-cutting. The vice president of 
sales and marketing for the 
Lyndhurst, NJ, manufacturer says 
that dealers are selling turntables at 
very aggressive prices, but that 
Sansui has not lowered prices on its 
models. Inventories are at proper 



Sony’s front-loading PS-FL5— 
Circle No. 256 on product card 



Hitachi’s linear-tracking direct- 
drive HTL70 turntable—Circle 
No. 257 on product card 


levels, he asserts. “We have 
adequate or low inventory right 
now; overall, in this industry, there 
is no more surplus stock.” Direct 
drive is taking over the market, he 
observes, and says Sansui is now 
considering making a turntable to 
accept the P-mount cartridge. 

Peter Briggs is the owner of 
Sights & Sounds, an electronics 
store in Susanville, CA, carrying 
audio, cameras, records, and tapes 
which also offers a repair service. In 



Mesa’s model 500S turntable— 
Circle No. 254 on product card 


business six years, the 3,600-foot 
store carries Realistic and Kenwood 
turntables, with the former selling 
better, says Briggs, because of the 
$79 to $259 price compared to the 
$159 to $350 tags on the Kenwood 
turntables. Annual volume last year 
was $450,000, which is flat from the 
previous year. 

Direct Drive Popular 

Turntable sales are up, says 
Briggs, noting that people are 
looking for models with direct drive. 
Linear tracking will be a desired 
feature, he believes, but “It hasn’t 
hit this small area yet.” Located in a 
“modern small town shopping 
center,” the store displays the 
turntables both in systems and 
separately, with sales split evenly 
between systems and individual 
units. Briggs says he is presently 
understocked, with only eight 
turntables in inventory. 

His advice to dealers in a small 
town like Susanville is “to stay with 
the'low-end stuff. We seem to be 
doing quite well with the Radio 
Shack brand, and that’s the brand 
we push. Kenwood is there for 
those who want a brand name.” He 
sees prices coming down on 
turntables, which he is pleased 
about. 

Advertising is done in news¬ 
papers and on radio, says Briggs. 
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He receivers co-op ad funds from 
Kenwood, but notes, “I find it a 
little complicated. You have to 
shake them a little, but it’s there.” 

Turntable sales for JVC, Elm¬ 
wood Park, NJ, have been “ex¬ 
tremely strong,” reports Harry 
Elias, vice president of hi-fi and 
home entertainment. He doesn’t 



Pioneer’s direct-drive PL-44F— 
Circle No. 253 on product card 


see signs of over-production or 
dumping, saying turntables and 


cassette decks are the leading 
categories in audio this year. He 
also points out that turntable sales 
are benefitting from the sales of 
one-brands, since they are an 
integral part of the package. “I see 
the prices coming down,” he says, 
“which give the dealer a better 
way of merchandising the system, 
but I don’t think there’s an 
over-inventory situation — not in our 
case, anyway.” 

Elias points out that turntables 
sold with systems are usually not 
the promotional pieces. “The 
average hot system price is now 
$799, which means they’re putting a 
better turntable in there,” he says. 
“So you’re still realizing the volume 
of the low-end turntable, selling 
as an individual piece, and the 
higher-priced turntable with fea¬ 
tures are being sold with the sys¬ 
tems.”* 
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B&W Leisure Monitor 1 
adjusts for home or car 


BUFFALO, NY—The B&W Leisure 
Monitor 1, imported by Anglo 
American Audio, is designed for 
use in homes, automobiles, vans, 
trailers, recreational vehicles, and 
boats. It comes in both a fully 
enclosed version and a panel- 
mounted version, the LMI/PM. A 
switch on the front of the speaker 
adjusts the frequency response and 
impedence for home or car use. 

The fie-cast enclosure measures 
9.6 inches long by 7.8 inches high 
and 6.2 inches deep. The speaker 
weighs 11.44 pounds and is finished 
in Nextel, microscopic granules of 
neoprene in a special carrying 
medium. The speaker, in both the 
enclosed and panel-mounting ver¬ 
sion, is available in charcoal, 
brown, beige, blue, or red. 

The speaker houses a bass/mid¬ 
range driver with a four-inch Kevlar 
cone and a tweeter measuring 
eight-tenths of an inch. The 


CHATSWORTH, CA—Fisher Cor¬ 
poration has available an all-in-one 
component system, the ICS720, 
which combines a receiver, cassette 
deck, and record changer in a verti¬ 
cal stack. 

It also includes a pair of Fisher 
MS112W speakers and has a sug¬ 
gested retail price of $349.95. 

The receiver section has a built-in 
graphic equalizer with five bands, a 
sliding balance control, and push- 
bar controls for functions. Pow r er 
output is seven w r atts per channel. 

The cassette section has soft- 


crossover network provides 18 
dB/octave high-pass and low-pass 
filter sections having crossover 
frequencies of 3 kHz (with the mode 
switch in the 0 position) and 4.5 kHz 
(in the + position). The 0 position 
tailors the frequency response for 
home use, while the + position 
adjusts the speaker for flatter 
frequency response in an auto¬ 
mobile. 

The crossover network also 
includes an automatic protection 
circuit that allows the speakers to be 
used with any amplifier producing 
more than 20 watts into 8 ohms (for 
home use) or 10 watts into four 
ohms (for car use). 

Frequency response for home 
use, with the mode switch in the 0 
position, is given as 95 to 25,000 Hz, 
±4 dB. For car use, with the switch 
in the + position, frequency 
response is given as 80 to 16,000 
Hz, ± 4 dB (with the enclosed 


touch operation, Dolby noise reduc¬ 
tion, a three-digit tape counter and 



» *riMii■ mi win i 

The ICS720 component system 
has a five-band graphic equal¬ 
izer built in. 



B&W Leisure Monitors come in 
a choice of five colors. 


speaker on the rear deck), and 31 to 
16,000 Hz, ± 5 dB (with the 
panel-mounted version installed in 
a door or in the rear deck). 

Suggested retail price for the 
enclosed version is $295 each, and 
for the panel-mounting version, 
$265. 

Leisure Monitors—Circle No. 
202 on product card 


can play metal tapes, according to 
Fisher. 

The record changer is recessed 
into the top of the unit. It will auto¬ 
matically play six records and 
comes w r ith a magnetic cartridge 
and tinted dust cover. 

The walnut-grained vinyl-covered 
speakers are bass-reflex type, with 
a 6 '/ 2 -inch full-range driver. Fre¬ 
quency response is given by the 
maker as 100 to 12,000 Hz. 

ICS720 Component System- 
Circle No. 198 on product card 


Hitachi has 
five new 
turntables 

COMPTON, CA—Five new turn¬ 
tables from Hitachi Audio are top¬ 
ped by the HT- 68 , a fully automatic, 
direct-drive, quartz-lock model. 

The HT -68 features a High Tech 
damped tonearm and feather touch 
controls, and has an automatic re- 
cord-size-selector system. The unit 
can be used with Hitachi’s exclusive 
One-Touch audio component 
system. Suggested retail is $260. 

The fully automatic HT-67 is a 
direct-drive model with quartz lock 
and offers the High Tech damped 
tonearm and feather touch controls. 
Its suggested retail is $200. 

The HT-51 is fully automatic, 
direct-drive, quartz-lock model with 
the High Tech damped tonearm and 
Hitachi’s exclusive Unitorque 
motor. Suggested retail is $170. 

The HT-45 is a semi-automatic 
direct drive turntable with the Uni- 



HT-68 direct-drive turntable 


torque motor and a straight tone¬ 
arm. Suggested retail is $140. 

The HT-21 is a semi-automatic, 
belt drive unit with gimbal suspen¬ 
sion, a straight tonearm, with the 
front-panel controls outside the 
dustcover. Suggested retail is $100. 

Five HT Turntables—Circle No. 
199 on product card 


Fisher component system combines a receiver, 
cassette deck, and changer in vertical stack 


Marantz bows two receivers 


Tape and disc 
players are new 
from Toshiba 

WAYNE, NJ—Toshiba adds two 
cassette decks and two turntables 
to its line of audio components. 

The PC-G1 cassette deck offers 
soft-touch controls, Dolby noise 
reduction, sliding recording-level 
controls, and square-grid LED 
meters. It is compatible with 
normal, chrome, and metal tape. 
The manufacturer gives a frequen¬ 
cy response of 20 to 17,000 Hz, with 
wow and flutter of 0.05 percent 
WRMS. Suggested retail price is 
$159.95. 

The PC-G4C cassette deck has 
two-motor tape transport, both 
Dolby B and C noise reduction, 
full-logic controls, and optional 



The PC-G1 cassette deck 

remote control for operation up to 
15 feet away. Like the PC-G1, the 
PC-G4C can play and record 
normal, chrome, and metal tapes. 

The SR-B2L and the SR-B2 
turntables are semi-automatic units 
with belt drive. The SR-B2L is 
equipped with a straight tonearm 
and has a suggested retail price of 
$114.95. The SR-B2 comes with an 
induced-magnet cartridge and has 
a suggested retail of $139.95. 

Cassette Decks—Circle No. 209 
on product card 
Turntables—Circle No. 210 


CHATSWORTH, CA—Two new 
Solid Gold Sound AM/FM stereo 
receivers are now' available from 
Marantz. The units join five other 
24 karat gold units for a total of 
seven models in the line, ranging in 
price from $285 to $750 suggested 
list. 

The new r Solid Gold receivers are 
the model SR520, a 38-watt per 
channel digital synthesized rec¬ 
eiver, with a suggested retail prive 
of $375, and the model SR620CX, 
digital synthesized and incorporat¬ 


ing CX noise reduction, rated at 55 
watts per channel, with a suggested 
retail price of $495. 

Twenty four karat gold-plated in¬ 
put and output jacks are designed 
into each Marantz Gold receiver. 

Other AM/FM stereo Marantz 
Gold receivers include the model 
SRI 100, a slim-line 30-watt receiver 
priced at $285 suggested retail; and 
the SR3100, a 44-watt unit at $350. 

Gold Receiver Line—Circle No. 

207 
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The SR620CX receiver can decode CX records. 
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ANNOUNCING THE BEST 
AUDIOTAPE WE EVER MADE 


YOU EVER SOLD. 


Five new premium formulations that deliver 
more performance from any tape machine. 
Packaged and priced to deliver more sales and profits 
Call your Fuji sales representative today. 


If it’s worth taping. It’s worth Fuji. 

c 1982 Fuji Photo Film U S A.. Inc.. Magnetic Tape Division, 350 Fifth Avenue. NY. NY 10118 

Circle No. 27 on product card 
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Space battles 
continue in 
Mattel spots 



Mattel Electronics is promoting its Intellivision video game with this 
computer-assisted animation technique to create an out of this world 
effect. 


HAWTHORNE, CA—The 
continuing space battle on 
Galaxy 48 headlines a galactic 
news update sponsored by 
Mattel Electronics’ Intellivision 
video games. 

Created by Ogilvy & Mather, 
Los Angeles, this two-minute 
commercial uses a special 
computer-assisted animation 
technique to create a space-age 
effect. 

Spotlighting eight of the 
firm’s game cartridges in the 
areas of space, sports, and 
strategy, the commercial is 
currently being shown in 4,000 
movie theaters in 175 markets 
nationwide. 


To produce the desired 
pixilation technique on film, 
live-action footage was first 
rotoscoped and then scanned 
into a computer. Each frame was 
electronically printed and 


stored. Specialized software and 
hardware post processing of these 
“cels” was done by the 
Computer Graphics Labora¬ 
tory at the New York Institute of 
Technology. 


Panasonic sets 
fourth quarter 
advert blitz 

SECAUCUS, NJ: Panasonic is 
unveiling a massive fall/winter 
national advertising schedule for 
its full product line in ad/sales 
support kits now in the mail to 
the firm’s regional offices across 
the country. 

Reggie Jackson adds a 
lightweight VHS recorder to his 
Panasonic product lineup with 
new print ads and two new TV 
commercials. The pop group 
Earth, Wind, and Fire returns in 
performances for the Platinum 
Series portables in a TV spot and 
four-color print ad. 

The complete Panasonic 
schedule includes 14 print ads, 
five TV commercials, and two 
radio spots with all TV and radio 
spots available in 25-second 
retail versions, ready for dealer 
tags. 

Portable and home recorder 
TV commercials featuring 
Jackson will appear in 11 spot 
markets wiht “high tech” 
and “expanding TV” themes 
for portable and home VCRs, 
while the Omni component 
video series will star in TV ads 
in 12 major markets. 

“Ordinary Stereo vs 
Ambience” and “Hats Off” are 
themes of TV commercials for 




“Hats Off” is the theme of this Panasonic network ad for its portable 
stereo device. The ad is part of the company’s massive fall/winter 
national advertising campaign. 


portable sound and a tiny 
cassette player. Appearing in 
nearly all of the major consumer 
lifestyle magazines, print ads will 
promote VCRs, the Omni series 
component video, and Outsiders 
portable TV/radio 
combinations. 

Radio/print schedules feature 
Earth, Wind, and Fire for the 
Platinum/Satin series and also 
The Way, “The world’s smallest 
stereo cassette,” which gets 
added promotion in a business- 
oriented print schedule. 


Other print messages in the 
Panasonic schedule cover 
telephone equipment, slated for 
general and business publications; 
Command Series shortwave 
receivers, special interest 
publications; Accu-Set clock- 
radios, general consumer 
magazines, and Platinum Plus 
portable stereo systems, lifestyle 
magazines. 

The Panasonic ad tagline, 
“just slightly ahead of our 
time,” will be featured through¬ 
out all phases of the campaign. 


Sony ties in 
with ‘live’ 
radio shows 

NEW YORK—Sony Consumer 
Products Company’s Audio 
Division is sponsoring a series of 
prerecorded “live” radio 
concerts that are scheduled to 
run through the end of the 
month. 

Commercials for Sony’s 
Walkman products, CFS-500 
and WA-55 Soundabout are 
airing during the broadcasts of 
the rock concerts. Conceived by 
McCann Erickson. NY, the spots 
can be heard over radio stations 
in 100 top U.S. markets. Stations 
include WNEW in New York, 
KLOS in Los Angeles, and 
WMET in Chicago. These 
stations reach the important 
18-34 year old demographic 
group that accounts for a large 
portion of Sony audio product 
sales, says the firm. 

Produced by three separate 
companies, Westwood One, 

NBC The Source, and ABC King 
Biscuit Flower Hour, the 
concerts feature performances 
by top rock recording artists 
including Stevie Nicks, 
Quarterflash, the Go-Gos, 

Heart. Pat Bcnatar, Blue Oyster 
Cult, Loverboy, and others. 

To support the promotional 
tie-in, Sony is furnishing free to 
dealers a limited edition Sony 
Audio Summer of ’82 poster, 
illustrated by Hodges Soileau. 



GAME TIME: GCE is promoting 
its line of Game Time watches 
in the fourth quarter with a series 
of television spots. Above, the 
whole team gets caught up in a 
sports game’s action while the 
coach tries to get them to play 
ball for real. 
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On Line centers 
ads promoting 
new franchises 

HAYWARD, CA—On Line 
Microcenters, Inc., the 
two-year-old franchise-based 
international retailer of personal 
computer systems, has begun a 
projected $500,000 two-phase 
advertising campaign as 
conceived by gh Hastings 
Advertising, Berkeley, CA. 

According to the firm, the goal 
is to create a new sophisticated 
image for personal and business 
computers, focusing on both 
franchise and retail marketing. 
There are currently 15 On Line 
Computer Centers in the United 
States and Canada, with plans 
for another 25 within the year. 

The current $150,000 
developmental and media 
budget for franchise marketing 
comprises phase 1, the firm’s 
first wave of major market 
newspaper placements. This 
effort began in 22 papers 
throughout southern California, 


Nevada, and Arizona, as well as 
the western edition of The Wall 
Street Journal. The partial-page 
ads, which are slice-of-life 
cartoons, are described by. the 
firm as having “the same 
sophisticated styling as cartoons 
found in The New Yorker. The 
ads are geared towards people 
who own successful businesses, 
or who are contemplating 
leaving the corporate world for 
an opportunity to begin their 
own business.” 

The next target area for 
franchise marketing will include 
Texas, Colorado, Mexico, and 
New Orleans, followed by a 
campaign running from northern 
California up to the Canadian 
border. 

Simultaneously, On Line’s 
projected $350,000 
developmental media budget for 
retail support of these franchises 
(phase 2), consists of several ads 
aimed at small businesses, the 
professional, and the 
home/hobby/educational 
markets. The black and white ad 
images parallel the direct, 
non-technical copy. 


print 



Our Products 
Don’t Waste Time or Money. 

They Solve 
Problems. 


SHOWTIME’S SHOWSTOPPERS: Showtime Video Ventures, Tilla¬ 
mook, OR, will tout its full line of audio and video accessories 
this fall with the print ad pictured above. Below the illustration 
shown, is body copy that informs: “easily improve recording, play¬ 
back, viewing and listening capabilities with the help of Showtime 
Video Ventures.” The text goes on to explain how the firm’s accesso¬ 
ries will brighten up darkened video pictures, eliminate picture 
rolling, enhance colors and sharpen the video image while improving 
the sound aspect of the tape. The ad concludes, “So no matter what 
video, audio or RF problems you have that need to be solved, turn on 
to Showtime Video Ventures. The source for more award-winning 
video processors, accessories and components than any other 
maker.” Theme of the campaign is “For the people who use video 
From the people who use video.” Schreiner & Associates, Boston, is 
the agency of record. 


Spectravision 
launches first 
scheduled ads 

NEW YORK—Spectravision, a 
division of Spectra Video Inc., 
plans a heavy print and television 
campaign to support its line of 
Atari-compatible VCS 2600 
games. 

The newly formed video game 
manufacturer reports two 
television spots of 30 seconds 
have been produced. The first 
promotes the firm’s cartridge 
Gangster Alley, while the second 
commercial is a corporate ad that 
stresses the capabilities of all of 


REWARD 



WANTED 


VIDfO GAM£ CAPTRIOGE 



The firm is challenging people 
to try its new games with this ad. 


BREAKOUT 
OF VIDEO 
BOREDOM! 


MEET THE CHALLENGE 

PLANET PATROL GANGSTER ALLEY | 



Spectravision is challenging 
people to break out of video 
boredom. 


its games. The ads began 
appearing in New York last 
month and are scheduled to run 
in various markets throughout 


the fourth quarter. 

Magazine ads also play a 
major part in Spectravision’s 
support campaign. Under the 
theme: Meet The Challenge, the 
four-color and black and white 
ads will appear monthly in 
various consumer magazines 
including Video Games 
Magazine, Electronic Games 
Magazine, Video Entertainment, 
and Creem Magazine's special 
edition Vidiots. 

The black and white print ads 
tell readers to “break out of 
video boredom!” and feature 
Gangster Alley and Planet Patrol 
boxes bursting through a CRT' 
screen. Four-color print ads 
feature all of the firm’s recently 
introduced cartridges. 

Mervin Fong Advertising, NY, 
is the agency of record. 



Play the 5"*TV that pops out of an AM/FM4I 
Pop it up at picnics, stadiums or at home. 
Works on batteries or house current 

tiw Outsiders 


Panasonic 


POP IT UP: As part of its largest advertising schedule ever, Panasonic 
(see story on opposite page) is promoting its mini TV line, “the Out¬ 
siders,” with this ad. “Why buy a TV that just stays home and plays 
TV?” it asks. The ad explains viewers can “Play the 5-inch TV that 
pops out of an AM/FM stereo. Pop it up at picnics, stadiums or at 
home.” Ted Bates & Company, NY, is the agency of record for 
Panasonic. 
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VIDEO GAME POSTER: This 
colorful poster will be distributed 
to dealers of the video games 
from Data Age, Saratoga, CA, as 
part of its marketing campaign 
to launch its new games, includ¬ 
ing Encounter at L-5, Airlock, 
Warplock, Bugs, an<^ Ssnakes. 
Data Age is initiating a regional 
marketing specialist network to 
create sales, marketing, and 
promotional programs for dealers 
and distributors. Data Age is 
promising to “keep tabs on the 
pulse of the consumer and pro¬ 
video marketing support at the 
retail level.”—Circle No. 223 on 
product card 


Dealer prizes from JBL in 
Get Into Music Giveaway 


NORTHRIDGE, CA—JBL is con- 
ducting a “Get into Music Give¬ 
away” for dealers to successfully 
merchandise the company’s L line 
of home loudspeakers. 

Key elements of the two-stage 
campaign are a salesperson game 
board with a series of awards. 


A co-op campaign will invite 
customers to audition L Series 
speakers with Nautilus discs. They 
will then receive up to five albums 
free from Nautilus with a purchase. 

Get Into Music Giveaway—Cir¬ 
cle No. 221 on product card 


Some of the awards to be given to dealers by JBL in their promotion. 


Synthesizer and info network are free from TI 


LUBBOCK, TX—Texas Instru¬ 
ments is conducting two consumer 
product promotions and a special 
rebate on the TI-59 calculator. 

Users of TI’s 99/4A home 
computer who purchase six Solid 
State Software command modules 
or two Software Albums between 
September 15 and January 1, 1983 
will receive a free Solid State 
Speech Synthesizer, says the com¬ 
pany. The unit reproduces human 
speech electronically to add a 
personal touch to the computer. 
Suggested retail price of the Speech 
Synthesizer is $149.95. Each pur¬ 
chaser has until February 15, 1983 
to return the necessary coupon and 


proof of purchase to Tl to obtain 
their free synthesizer. 

Customers who purchase a TI 
RS-232 Interface Unit (or the RS-232 
Interface Card), a TI Telephone 
Coupler, and a Terminal Emulator 
II Solid State Software command 
module will receive a free subscrip¬ 
tion to the Texnet information 
service. A $100 value, Texnet allows 
subscribers to tie in their computers 
to a nationwide network of pro¬ 
grams, communications, and infor¬ 
mation, says TI. The service 
includes electronic mail, market 
reports, a commodity news service, 
educational programs, and UPI 
news and sports. 


The Texnet service also includes 
a TI program exchange, which gives 
subscribers the latest TI software 
directory, plus product news, music 
and graphic libraries, and more. 

Purchasers of the TI-59 program¬ 
mable calculator will receive a $20 
rebate from TI. Suggested retail for 
the piece is $250. Purchase must be 
made before December 31, 1982, 
and customers have until January 
15, 1983 to return their coupons and 
proofs of purchase to obtain the 
rebate, says Texas Instruments. 

Product Promotions—Circle No. 

224 on product card 
TI-59 Rebate—Circle No. 225 


Directory for scanner users 



The Betty Bearcat directory 


CUMBERLAND, IN—Electra Com¬ 
pany announced that the fourth 
edition of its popular Betty Bearcat 
Frequency Directory is now avail¬ 
able. 

Like previous editions, the Betty 
Bearcat Frequency Directory lists 
police, fire, ambulance, public util¬ 
ities, railroads and other services by 
“Listening Areas.” The Listening 
Area frequency format eliminates 
page hunting because all services 
within listening range are grouped 
together. A special by-frequency 
cross-reference section is also in¬ 
cluded to help identify unknown 
signals, making the directory in¬ 
valuable as a reference source for 


those scanner listeners who like to 
travel to log long-distance recep¬ 
tion. Each directory also features 
log pages, as well as a special 
section with a fold-out FCC fre¬ 
quency allocation chart, 10-code 
data, antenna tips, and other infor¬ 
mation. 

Both the eastern and western 
editions of the Betty Bearcat Fre¬ 
quency Directory carry a suggested 
retail price of $12.95. The direc¬ 
tories come in standard packs of 
eight in a self-display carton for 
counter-top-use. 

Bearcat Directory—Circle No. 
235 on product card 



Recoton’s accessory exhibit 


Video game 

accessory 

assortment 

LONG ISLAND CITY, NY—Recoton 
introduces a new display assort¬ 
ment targeted at the video game 
market. Product assortment TVG9- 
910 comes in a display said to be 
ideal for counter or wall placement 
which measures 24 inches by 20 
inches. 

The merchandiser includes a 
display header that draws attention 
to the products, which include 
seven game accessories such as AC 
powder adapters, dust covers, and 
switches. Every product is mer¬ 
chandised for easy customer identi¬ 
fication, says Recoton, and graphics 
illustrate the applications of the 
products and provide detailed 
instructions. 

Video Game Accessory Display 
Pre-Pack—Circle No. 220 on 
product card 


Satisfaction 
guaranteed on 
Philco TVs 

KNOXVILLE, TN—Through the 
end of the year, customer satisfac¬ 
tion is guaranteed by Philco when a 
13-, 19-, or 25-inch color television 
is sold. 

Participating Philco dealers can 
obtain window' banners, tent cards, 
and other in-store materials bearing 
the slogan “You’ll love your Philco 
or get your money back.” The 
guarantee gives the customer 30 
days to return the Philco TV for 
repair, replacement, or refund, 
whichever he or she desires. 

Philco says that this is the only 
offer of its kind. 

Satisfaction Guaranteed Promo¬ 
tion-Circle No. 229 on 
product card 
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Electronic Retail Center 
helps sell Atari products 


SUNNYVALE, CA — A videodisc 
player, linked interactively with an 
Atari 800 home computer, is the 
heart of a new Electronic Retail 
Information Center (ERIC) designed 
by Atari, Inc., to help retailers sell 
the company’s products. The point- 
of-purchase display was shown for 
the first time at the Consumer 
Electronics Show in Chicago. 

The interactive feature of the 
ERIC demonstrates the Atari 400 
and Atari 800 home computers 
themselves, without the need for a 
salesperson, says the manufacturer. 
At the close of the demonstration, 
the unit directs the customer to seek 
a salesperson for additional infor¬ 
mation or purchase. Atari expects 
that retailers will find ERIC to be a 
very effective sales tool, because 
they have included answers to the 
questions most people ask about 
Atari computers. 

In operation, the display is in a 
continuous silent attract mode. 
When a customer passes within the 
range of a proximity switch, the 
ERIC goes into a more active mode, 
with the “salesperson” on the TV 
screen asking the customer to par¬ 


ticipate by selecting features and 
areas of interest to investigate by 
pushing keys on the Atari home 
computer. 

The display is also keyed to the 
customer’s level of sophistication. It 
asks how much the person knows 
about computers, and then selects 
display modules that will appeal to 
that person. The broad categories 
displayed include graphics, music, 
home management, home study, 
home entertainment, computer pro¬ 
gramming, additional software pro¬ 
grams, and full descriptions of Atari 
home computer peripherals and 
Atari home computers. Particular 
sections can be repeated, and the 
display can also tell customers, 
gently, that the wrong key has been 
pressed and that they should try 
again. 

The display comes with a color 
monitor, speakers, sensor, video¬ 
disc player, videodisc interface. 
Atari 800 home computer, and an 
interactive videodisc album. 

Electronic Retail Information 
Center—Circle No. 260 on 
product card 


Wico dealer program includes 
brochures, cards, and posters 


NILES, IL—Claiming to have “the 
best sales aids in the trade,” Wico 
Corporation makes available to 
dealers a consumer brochure, a 
counter card, wall poster, and a 
complete set of ad slicks, mats, and 
line art. 

The four-color brochure illustrat¬ 
es the joysticks and controllers for 
video games manufacturered by 
Wico, and the color counter card, a 
11- by 14-inch easel display, invites 
customers to ask for a free 
demonstration of the Command 
Control joystick. 

The full-color wall poster tells 
shoppers to “Take Command!” It 
illustrates the Command Control 
joystick and measures 16 by 24 
inches. 

Sales Aids—Circle No. 232 on 
product card 



Advertising material, such as 
these ad slicks, mats, and line 
art, illustrates and explains the 
Wico line of video game 
products. 


Intellivision offers $50 rebate 


HAWTHORNE, CA-Customers 
purchasing an Intellivision Master 
Component before September 18 
are eligible to receive a $50 rebate 
from Mattel Electronics. 

The rebate is being promoted 
with national television commer¬ 
cials and ads in major magazines. 
Dealers receive counter cards, ban¬ 
ners, and incentives for local adver¬ 
tising. 

To be eligible for the rebate, 


customers will need to send in a 
certificate available in magazines 
and newspapers (as well as through 
participating dealers), proof of pur¬ 
chase, and the in-package purchase 
registration card. The deadline for 
mailing rebate requests is October 
3. Details of the offer are on the 
mail-in certificate. 

$50 Rebate—Circle No. 228 on 
product card 



Two tape storage racks 
now available from Sony 


NEW YORK—A promotion from 
Sony Tape Sales Company features 
an audio tape storage rack which is 
available at one half the retail value 
with the purchase of ten Sony audio 
cassettes and a coupon. The coupon 
qualifying the consumer for the 
promotion has been inserted into a 
variety of Sony products. 

Tape customers can select from 
the complete line of Sony audio 
tapes to qualify for the promotion. 
They can buy ten cassettes of any 
length, in any combination, and 
send the cellophane end flaps to 
Sony with a check or money order 
covering the cost of the rack. The 
offer will be valid until April 30, 
1983. 

Two rack sizes are available. Both 


are shelf-top units with glass doors, 
constructed of sturdy, heavy-duty 
fiberboard and finished in rich, 
simulated wood grain, says Sony. 

The larger rack, called CK-100, 
measures 17- Vi inches high by 23 
inches wide by 6-3/10 inches deep 
and holds up to 99 audio cassettes. 
The estimated value, if sold at retail 
is $60; through this rack promotion, 
Sony customers pay only $30. The 
smaller rack, the CK-70, stores up 
to 66 audio cassettes. Measuring 17 
inches high by 16 inches wide by 5.5 
inches deep, its retail value is $50 
and its promotional price is $25, 
says Sony. 

Storage Rack Promo—Circle No. 
233 on product card 


Videotape is 
part of new 
support plan 

SOUTH GATE, CA—The dealer 
support program of Cable Works 
includes a video presentation point- 
of-purchase displays, and compre¬ 
hensive instruction manuals. 

The videotapes are designed to 
help salespeople and customers 
understand Cable Works products; 
how they work, how they meet their 
needs, and how to hook them up. 
The instructional tapes are available 
to dealers at a nominal charge 
through Cable Works reps, says the 
company. 

The P-O-P display tents ask spe¬ 
cific questions that are followed by 
the answer and the name of the 
Cable Works product that solves the 
problem. The instruction manuals 
are intended to clarify all informa¬ 
tion about Cable Works products, 
says the firm. 

They explain individual hookups 
for every possible situation and for 
every cable and pay TV system in 
the country, claims Cable Works. 

The firm also offers dealers and 
customers a Technical Services Hot¬ 
line to support their sales aid 
program. 

Dealer Support—Circle No. 236 
on product card 



Toshiba’s Demo-Sphere 


Calculators can now 
be tested in display 
without removing 

TUSTIN, CA—Toshiba’s Demo- 
Sphere calculator display allows 
customers to operate the units while 
preventing pilferage. 

The face of the display has a clear 
plastic covering, die-cut to expose 
only the keys of the handheld 
calculators. It holds six pieces at a 
time. 

The Demo-Sphere is constructed 
of heavy-density expanded poly¬ 
styrene foam with special spot- 
resistant coating. The display meas¬ 
ures 14 inches wide by 13 inches 
high, says Toshiba. It may be 
affixed to a counter. 

Demo-Sphere Calculator Display 
—Circle No. 227 on product 
card 
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Auto Electronics 



The SR 308 has controls for muting and loudness. 


Cassette radio features 
digital station memory 


New six by 
nines from 
Jensen Car 

SCHILLER PARK. IL—Six by nine 
“ThinMount” speakers are avail¬ 
able from Jensen Car Audio in both 
triaxial and coaxial types. The 
mounting depth of both speakers is | 
Wa inches, says Jensen. 

The six by nine triaxial Thin- j 
Mount Model J1365 features an 
internal crossover to direct the 
sound through the separate woofer, 
midrange, and tweeter. It handles 



Jensen’s J1369 coaxial 


50 watts of power and has a usable 
frequency response of 40 to 20,000 
Hz, says Jensen, who gives a 
sensitivity of 101 dB SPL at one 
meter with a two-watt input. 
Impedence is four ohms. 

In addition to the six by nine 
woofer. Model J1365 contains a 
three-inch cone midrange and a 
two-inch piezoelectric tweeter. Sug¬ 
gested retail price is $129.95. 

The six by nine ThinMount 


NEW YORK—Sony Car Stereo 
announces two new in-dash cas¬ 
sette radios with automatic tape 
reverse. The silver-toned XR-75 and 
its black version, the XR-75B—both 
quartz-tuned—come equipped with 
preamplifier outputs for use with a 
power amplifier. The second receiv¬ 
er, the XR-15, is an analog-tuned 
unit with built-in amplifier. 

The new XR-75 and XR-75B have 
quartz-synthesized tuning sections 
with three tuning options: manual 
up/down tuning, automatic scan- 


MILFORD, PA—Sparkomatic Cor¬ 
poration introduces the SR 308, a 
new clectronic-tune cassette radio. 

The SR 308 features a digital 
computerized station memory that 
provides recall of five AM and five 
FM stations, phase-lock-loop pre¬ 
cision electronic tuning for accuracy 
and automatic seek-and-scan tuning 
that searches the band for available 
signals, says the maker. 

In addition, the SR 308 features 
built-in Dynamic Noise Reduction 
(DNR), which reduces audible tape 
hiss inherent in recorded tapes and 
effectively minimizes noise present 
in AM and FM broadcasts. The SR 


I ning, and instant selection of six 
preselected FM and six AM 
stations. The digital display also 
serves as a quartz clock, visible 
when the tuner is not in use. 

The XR-15 has its own power 
amplifiers built in. Power output is 
four watts per channel (rated at one 
percent harmonic distortion from 
180 to 10,000 Hz). Outputs arc 
provided for both front and rear 
speakers, controlled by a fader on 
the control panel. 

The XR-15’s auto-reversing cas- 


308 also features auto reverse, 
separate bass and treble controls, 
and left-right balance and front-rear 
fader controls. 

The SR 308 delivers 45 watts of 
audio power and includes a selector 
to provide response equalization for 
high performance metal tapes. It 
has locking fast forward and rewind 
controls and controls for FM 
muting, loudness, local/distance, 
and mono/stereo selection. 

The SR 308 could retail for 
S249.95, says Sparkomatic. 

SR 308 Cassette Radio—Circle 
No. 217 on product card 


sette section cradles the tape as the 
XR-75’s does, and also uses dual 
flywheels for greater tape stability. 
Wow and flutter are 0.15 percent, 
and S/N ratio is 57 dB, says Sony. 

Suggested retail price for the 
XR-75 and XR-75B is S449.95, and 
$219.95 for the XR-15. 

XR-75 and XR-75B Cassette 
Radios—Circle No. 212 on 
product card 

XR-15 Cassette Radio—Circle 
No. 213 


Proton says 
radio ends 
distortion 

SANTA MONICA, CA—The Proton 
207 cassette radio is said by the 
maker to eliminate picket fencing, 
noisy signals, and distortion. 

The unit features the exclusive 
Schotz Variable Bandwith PLL 
tuning circuit, which is said to 
produce a capture ratio of 1.5 dB 
and FM sensitivity of 2 uV. Proton 
claims that the 207 can receive and 
hold a signal through changing 



Proton’s 207 cassette radio 

signal paths and obstructions while 
providing optimum noise reduction 
without sacrificing stereo separ¬ 
ation. 

The Music Sensor feature allows 
the user to bypass unwanted pauses 
or selections on a tape, says Proton. 
The cassette player has five dB 
headroom and metal tape may be 
used, according to the maker, who 
adds that Dolby noise reduction, 
memory, digital display, and a fader 
control are also included. 

Tape transport is fully logic 
controlled. Delivery is set for 
December and the suggested retail 
price is $479.95, which is subject to 
change. 

207 Cassette Radio—Circle No. 
218 on product card 


Midland radio 
has PLL tuner 

KANSAS CITY, MO—The Midland 
Precision Series CB radio, Model 
77-001, weighs three pounds and 
comes with a slotted mounting 
bracket for easy removal. 

The 40-channel CB features 
digital readout, an external speak¬ 
er, and includes PA speaker jacks, 
says the maker. The most frequent¬ 
ly used controls are positioned on 
the driver’s side of the unit for ease 
of use. 

The receiver, said to be highly 
sensitive, includes a TRF stage. The 
SW/RF meter is lighted for easy 
visibility and a light-emitting diode 
signals transmission, says Midland. 
The unit has full-range variable 
squelch and an anti-noise limiter. 
Suggested retail price is $69.95. 

77-001 CB Radio—Circle No. 219 
on product card 


Amp has overload protection 


coaxial speaker. Model 1369, incor¬ 
porates a separate woofer and 
tweeter. It can handle up to 50 watts 
of power, says Jensen. The usable 
frequency range is 40 to 16,000 Hz, 
and sensitivity is given as 100 dB 
SPL at one meter with a two-watt 
input. Like the J1365, the impend¬ 
ence is four ohms. 

The two-way speaker has a 
suggested retail price of $84.95. 

J1365 Triaxial ThinMount 
Speaker—Circle No. 215 on 
product card 

J1369 Coaxial ThinMount 
Speaker—Circle No. 216 


HICKSV1LLE, NY—The new Model 
EN 220 power amplifier from 
Philips Auto Audio is a class AB, 
discrete, BPT circuit design. It is 
rated at 20 watts per channel 
(continuous average power, both 
channels driven from 20 to 20,000 
Hz into four ohms with no more 
than 0.1 percent THD). Total 
harmonic distortion measured at 
1,000 Hz at full rated output is less 
than 0.05 percent, according to the 
maker. 


The unit features an electrical- 
link overload-protection circuit with 
LED System Fault interruption 
indicators. 

The EN 220 is of rugged, low 
profile design, says the manufac¬ 
turer, and it measures 2Va inches 
high by 5Vi inches wide by 7Vi 
inches deep. Suggested retail price 
is $199.95. 

EN 220 Power Amp—Circle No. 

214 on product card 


In-dash cassette radios include auto reverse 
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How Do Top Industry 
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Ahead Of 


Their Competition? 

They Read LTE REPORTS! 


LTE REPORTS: 

• Is the only weekly newsletter that 
covers the entire leisure electronics 
industry. 

• Arrives Monday morning via first 
class mail for a competitive 
advantage. 

• Isa concise digest of only the 
most pertinent industry news. 

• Features “In Confidence”, a free 
service that helps you find the 
people you need or the position 
you want. 

• Gives you all this and much more 
for $125 a year. 


Name- 


Title 


Company 
Address _ 


City. 


State. 


.Zip. 


□ 1 year (52 issues).$125.00 

□ 1 year group rate.$95.00 per person (Minimum 

5 persons, USA only) 


££REPORTS) 124 East 40th Street 
New York, N.Y. 10016 
(212) 953-0230 


















Survey reflects retailer expectations 


'"The fourth quarter of 1982 is here and retailers are preparing for 

what once again promises to be the busiest selling season of 
the year. 

As a retailer’s inventory levels are an accurate indication of the kind 
of movement he expects with different product categories, this 
month’s Leisure Time Electronics Survey concerns retailers’ fourth 
quarter plans and sales expectations as revealed in current inventory 
levels. 

The survey concentrated on mass merchants only. Although 
Christmas sales action promises to be brisk, t he majo rity of retailers 
responding to the survey apparently rely on late indicators before 
determining what, and how much, to stock for the fourth quarter. 
Thirty-three percent report they will place their orders in November, 
while 26 percent prefer to place orders month by month as 
the season progresses. Seventeen percent will place their Christmas 
orders in September, 17 percent in October, while only seven percent 
will gamble with orders placed in August. 

The survey group is evenly divided on its expectations for manu¬ 
facturers’ support in the fourth quarter. Forty-two percent of those 
surveyed look forward to increased co-op support this quarter, while 
an equal portion of the sampling expect less co-op support than last 
year. Sixteen percent of those responding expect co-op support to be 
the same as last year. 

Manufacturers’ point-of-purchase displays continue to be an 
important factor in retailers’ merchandising strategies, as 69 percent 
report using such materials in their stores, while 31 percent do not. 

When queried about their inventory levels in different product 
categories, dealers expressed the most satisfaction with their levels in 
the audio and television areas, whie their responses were mixed in 
other product areas. 

Sixty-five percent of those responding are satisfied with their 
present inventory levels in audio equipment, 30 percent feel they are 
understocked, and five percent feel they are overstocked. In audio 
components, and again with speakers, the findings are similar. Sixty 
percent feel their present component inventory is at the proper level, 
34 percent find themselves understocked, and three percent report 
they are overstocked. Speaker inventories are judged to be at proper 
levels by 60 percent of those responding, 29 percent report they are 
understocked, eight percent are overstocked, and two percent were 
out of stock at the time of the survey. 

Dealers appear to be most confident of their television inventories 
as 69 percent report they are maintaining the proper level with mono¬ 
chrome sets, and 64 percent with color models. Thirty percent of the 
retailers find themselves understocked with color sets, while 10 percent 
feel that way about black and white. Four percent claim they are 
overstocked with black and white sets, while only three percent say 
that is their situation with color sets. Of the survey group, 17 percent 
of those responding are out of black and white TVs, while that is the 
situation with only three percent of those selling color models. 

In video, 53 percent of the respondents find themselves under¬ 
stocked with VCR hardware, while that is the case for only 
16 percent of those carrying videodisc hardware. For VCRs, 38 percent 
of the dealers report their inventories are at the proper levels, 
three percent report they are overstocked, and six percent are out of 
stock. Twenty-five percent of the dealers carrying videodisc hardware 
report they are overstocked, 16 percent are understocked, and 19 per¬ 
cent are simply out of stock. 

In the software and video accessories areas dealers are more 
confident, as 55 percent feel their VCR software inventory is at the 
proper level, 57 percent are satisfied with their disc software inven¬ 
tory, and 60 percent report they have enough accessories in stock. 
Thirty-five percent of those carrying VCR software, however, feel 
they are understocked at this point, as do 31 percent of those 
carrying video accessories, and 16 percent of the retailers carrying disc 
software. Thirteen percent feel they are overstocked with the disc 
software, while three percent of the retailers feel the same about their 
VCR software and video accessories inventories. 

Moving into the personal electronics products categories, the survey 
finds 38 percent of retailers presently feel their inventories of cordless 
telephones are at the proper levels, 34 percent find themselves 
understocked, seven percent report they are overstocked, and 
21 percent are completely out of the cordless phones. In a related 
area, 68 percent of the dealers responding report they have a proper 
level of telephone answering machines in their stores, 16 percent feel 
they are understocked, and an additional 16 percent report they are 
out of stock. 

Forty-two percent of the dealers responding are confident of their 
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WHEN WILL YOU 
PLACE YOUR FINAL 
ORDERS FOR THE 
1982 CHRISTMAS 
SELLING SEASON? 

August— 

September— 

October— 

[ “ 

November— 

I 

Month by Month- 


HOW MUCH CO-OP 
SUPPORT WILL 
MAKERS PROVIDE? 


Less than 1981 


present inventory level with calculators, 29 percent say they are under¬ 
stocked with this product, 17 percent find themselves overstocked, 
and 11 percent report they are sold out of calculators. 

In the developing home security market, 50 percent of the dealers 
say they presently have the proper inventory, 32 percent maintain they 
are understocked, four percent claim they are overstocked, and 
14 percent of the respondents report they are sold out of home 
security products. 

Dealers’ recognition of the trend in personal sound units has 
enabled 68 percent of them to maintain an inventory level which they 
now judge as proper for the category. Twenty-four percent of the 
survey group report they are understocked, and eight percent say they 
are overstocked. 

This month’s Leisure Time Electronics Survey was mailed to 1108 
retailers, of whom 74, or 6.78 percent, responded. Of those respond¬ 
ing, 33 percent characterize their retail outlet as a department store, 
29 percent as a chain store, 13 percent as a discount store, eight 
percent as a catalog showroom, five percent as a mass merchant, and 
11 percent list their store as some other type of operation.—M.A. 



HOLLYWOOD BOWL WINNER: Chris Witt, a 14-year-old resident of 
Riverside, CA, was the winner of 10 pairs of tickets to the Hollywood 
Bowl and a pair of B.E.S. SM-270 stereo speakers in a contest 
sponsored by the University Stereo outlets in Los Angeles. The six 
week promotion was staged at all 18 of the chain’s stores in the 
greater Los Angeles area. 









IN9tRUHCN TS 

COMPUTER 


TEXAS 

HOME 


bcbim 


1 TEXAS IMS' 1 


n TI!s Home Computer. 
This is the one? 


You read the reports. You know 
that home computer sales will go 
through the roof again this year. Which 
one should you stock. 7 This one: the 
Texas Instruments Home Computer. 

It’s the one with the most for your 
customers and the most for you. 

Start with consumer awareness. 

Our Bill Coshy TV commercials run 
often — and effectively. Our well- 
designed store displays and sales litera¬ 
ture tell a convincing story, and strongly 


support TI’s network of knowledgeable 
in-store demonstrators. 

Our computer itself has the bal¬ 
ance of technical capabilities and con¬ 
venience features your customers want. 
For instance, the Tl Home Computer 
comes with TI BASIC, but is capable of 
handling five other programming lan¬ 
guages: TI Extended BASIC, TI PILOT, 
Tl LOGO II, UCSD Pascal "and TMS 
9900 Assembly Language. Plus, we offer 
one of the industry’s biggest software 


selections, with dozens of programs in 
education, home management and 
entertainment. And all that versatility- 
means more profitability 

This year the home computer market 
can be yours, with the computer 
that’s sweeping the market. The 
TI Home Computer.This is the one.' 

Texas 

Instruments 

•£> 1982 Texas Instruments 

Circle No. 22 on product card 



*UCSL) Pascal is a trademark of the Regents ot the Untversirv of California 











Maxell 


Model Hr 


And of coui»e, some people need our VHS format 
tapes, while others require Beta. 

Our point is simple. Unless you’ve decided to carry 
just one kind of video customer, don’t carry just one 
kind of Maxell tape. 


maxell 

IT’S WORTH IT 


Maxell Co'porotioo, 60 Oxford Orive, Moonochie. N J. 07074. 

Circle No. 51 on product card 



